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‘to Cents alCopy, $2 a Year 


Rough Proofs OAA Reaffirms 


With leading weeklies changing 
their prices to a dime, some elder 
statesman may be expected to an- 
nounce a few years hence, “What 
this country needs is a good five-| 
cent magazine.” 


~~ = | 


Distillers who have been trying 
unsuccessfully to spend more money 
in outdoor advertising may be re- 
minded that there are a lot of other 
media which will be much obliged 
for the business. 


,T 


Some time you ought to ask an 
efficient association secretary to let 
you see him in the act of spreading 
4 ringing resolution on the official 
records. 

Me 


Advertising agencies are helping 
to save paper by not asking for 
proofs of plated ads. This will give 
the printer’s devil who always falls 
over his own feet one more good 
alibi 

v . ae 


“There are persons on the pay- 


rolls of several federal depart- 
ments,” Charles W. Holman hints 
darkly, “who are aggressively ad- 


vocating the use of oleomargarine 
in preference to butter.” 

And some of them may even eat 
it themselves. 


a 


Everybody is recommending the 
use of substitutes for scarce articles, 
but so far nobody has offered to 
point out a few good substitutes for 
the substitutes. 


= V ¥ 


If Uncle Sam continues to invite 
baseball stars to play on his team, 
don’t be surprised if National 
League batting laurels for 1942 
come to rest on the modest brow of 
a sprightly Pittsburgher named 
Honus Wagner. 


A a, 


Turkey World, it is reported, has 
just gobbled up American Turkey 
Journal, and expert observers say 
ill signs point to a bigger and bet- 
ter Thanksgiving. 


a 


Domestic Commerce says the U.S. 
ought to advertise, so maybe if 
Uncle Sam is too hard up to make 
in appropriation, Jesse Jones may 
be persuaded to loosen the purse- 
trings of RFC. 


vgv¥s*? 


Squibb has agreed with the FTC 

hot to advertise that use of its 
lentifrices tends to prevent tooth 
Whatever became of the 
elow who invented the slogan, “A 
ean tooth never decays’? 


1ecay 


vv? 


0 many production workers are 
nthe night shift these days that 
© morning papers they read at 
nner may have to label them- 
“ves tive-star sports finals. 

v 7 
About the only fellow whose 


vorts activities don’t seem to be 

featened by war scarcities is the 

who can step aboard his willing 

‘Doat and let the wind blow free. 
v v v 


Somehow or other the news about 


. ball players who are fighting for 
“€w thousand more for having fun 
._ An imer doesn’t seem to rate 
* big headlines it is getting. 
Copy Cus. 


‘Ban on Liquor 
Copy on 24-Sheets 


Noncancelable Orders 
from Big Distiller 
Fail to Shake Stand 


Chicago, March 5.—Liquor adver- 


tising remains unacceptable for 
display on 24-sheet poster panels. 
The Outdoor Advertising Associa- 
tion of America, through action by 
its board of directors, has reaffirmed 
its policy on this subject, which has 
been in effect since 1915 and was 
re-defined following the repeal of 
prohibition. 

The question of whether to in- 
crease outdoor advertising facilities 
available to the liquor industry be- 
came an issue when leading liquor 
advertisers offered important non- 
cancelable schedules to poster plant 
operators. These were accepted in 
a few instances prior to the adop- 
tion of the association stand, but it 
is understood that at present service 
is available in only a few markets. 

The association, whose members 
operate the great majority of poster 
panels available in the United 
States, has no mandatory power 
over outdoor advertising, but its 
policies are generally followed by 
plant operators, including most of 
the leading independents. Thus it! 
is unlikely that any large-scale 
poster campaigns for hard liquor 
can be placed, in view of the atti- 
tude of the association. 


Paint, Spectaculars Available 

Liquor advertising is available in 
the outdoor field through painted 
bulletins and electrical spectaculars. 
It is explained that displays of this 
kind are sold on a selective basis, 
with locations specified and the 
number of displays limited. Poster 
advertising, on the other hand, is 
sold on a basis of market coverage 
and penetration, with the result that 
locations are available in many 
neighborhood sections where public 
resentment of undesirable advertis- 


ing would react against both the 
outdoor advertising industry and 
the advertiser. 


Beer and wine advertising are ac- 
cepted by poster plant operators 
without restriction, and many of the 
leading brewers and wine compa- 
nies are regular users of the me- 
dium. It is believed that they, as 
well as important advertisers of soft 
drinks and other beverages, are 
strongly opposed to the acceptance 
of liquor advertising on the poster 
panels, because of their desire not 
to inject public relations problems 
into the use of outdoor advertising. 

There has been considerable agi- 
tation by prohibition advocates for 
the adoption of measures to restrict 
the sale of all spiritous, vinous and 
malt liquors during the war, in line 
with policies adopted by the gov- 
ernment during the first world war. 
Many authorities in the brewing 

(Continued on Page 25) 
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NEW DRESS 


Richard Hudnut's line of Violet Sec ap- 


pears in new dress, featured in this 
special window display using pink and 
yellow to attract the eye. Women shop- 
pers will view the new display in drug 
and department stores next month. 


Census Bureau 
Changes Added to 
War Powers Bill 


Overrule Moser Claim 
That Census Section 
Is Invalid 


Washington, D. C., March 4. 
Far-reaching changes in operations 
of the Census Bureau are in pros- 
pect upon enactment of the Second 
War Powers Bill, which has passed 
both houses and is now in confer- 
ence committee. 

If enacted as scheduled, the De- 
partment of Commerce and_ the 
Census Bureau will be empowered 
to reveal heretofore secret data to 
government war agencies, to aban- 
don or curtail any regular census, 
to make special investigations, and 

(Continued on Page 26) 


Willys Aims 


Selling Copy 


at Post-War Auto Buyers 


Magazines Move 
fo Pass Rising Costs 
on to Readers 


"Post" and "Liberty" 
Up a Nickel, Others 
to Follow Shortly 


New York, March 5.—Moving 
forward vigorously with their pro- 


gram to pass on to consumers some | 


of the increased overhead occa- 
sioned by rapidly rising production 
some of the nation’s leading 
magazine publishers this week dis- 
closed precedent-shattering changes 
in their circulation structures. The 
new price boosts revealed, together 
with others that appear to be in the 
offing, follow the first moves in this 
direction by Ladies’ Home Journal, 
McCall's and Woman's Home Com- 
panion, 
Heading the 
upper brackets 
Evening Post, whose nickel tag will 
into history after more 
1 century with the April 11 issue. 
The magazine will thereafter 
for 10 cents a copy. 
nounced a shift from five to 10, 
effective with the April 18 issue. 
Collier’s has thus far made no offi- 
cial statement on the subject, but 
Crowell-Collier spokesmen admit 
that the move is under considera- 


costs, 


new parade to the 


was The 


pass 


tion, although no decision has actu- 
ally been made. 
In the monthly field, Better 


Homes & Gardens announced that 
its 10-cent single copy price will be 
stepped up to 15 cents with the 
April issue. Almost momentarily, 
American Home is expected to fol- 
low suit. The boost has not been 
officially put into effect, but one of 
the magazine’s executives termed it 
“inevitable.” 
Meanwhile, Cosmopolitan 
(Continued on Page 28) 


and 


Last Minute News Flashes 
Kellogg Company Bids for Bigger Dog Food Market 


New 
today served notice that it will be an 
dog food market by launching a la 
Gro-Pup dog food. Insertions, in 
several times weekly throughout 
Philadelphia area. 


York, March 6.—Kellogg Company, 


New 
Kenyon & Eckhardt is the 


rge-space newspaper campaign for 
800 and 650-line size, will appear 
England, New York and the 


agency. 


Pillsbury in Drive for “Fightin’ Food” Sales 


Minneapolis, March 6. - 
which the spring drive of Pillsbury 
week, using 450 newspapers througt 
outdoor 
nutritious dishes 
nation’s vitamin 
Minneapolis, 


and is “carefully 
business into the 
is the agency. 


pages in the March 21 issue of The 
of Country Gentleman, Progressive F 
the April 10 issue of Hoard’s Dairyn 


bulls free to farmers who own grade herds in order 


production, type and 
along with a booklet, 
will be sent to inquirers for ten cent 


income of Am 


“Bake Fightin’ 


panels in key defense areas. 
planned to help bring some 


Saturday Evening Post, 


“Making Money 


Food” is the slogan around 
Flour Mills will be launched next 
10ut the country, supplemented by 
The series plays up economical, 
of the 
McCann-Erickson, 


grocery store.” 


Jersey Cattle Club Copy Offers 1,000 Free Bulls 


New York, March 6.—The Americ: 


in Jersey Cattle Club will use 
April issues 
armer and Successful Farming, and 
van, to offer 1,000 registered Jersey 
“to improve the 
herds.” Applications, 
With Jerseys—100 Case Histories,” 
s. Wildrick & Miller is the agency. 


erica’s dairy 


Forecast Cut in Light Bulb Sizes, Types 


Washington, March 6. 


The War Production Board revealed today that 


the number of sizes and types of incandescent bulbs for home and store 


lighting, advertising signs, 


flashlights, 


and similar uses may be cut soon 


from 2,500 to 1,000. The conservation step was suggested at an industry 


advisory committee meeting. 


Saturday | 
than | 


sell | 
Liberty an-| 


Battle Creek cereal maker, | 
important factor in the topsy-turvy | 


full | 


Ties Up with Clopay 
Blackout Blinds to 
Ease Dealers’ Troubles 


By S. R. BERNSTEIN 


Chicago, March 5.—When_ the 
federal government clamped the lid 
| down on the sale of automobiles to 

consumers, the once mighty Willys- 
| Ov rerland organization, even though 
operating on a profitable basis, was 
securely occupying last place among 
American manufacturers of low- 
priced motor cars, measured either 
by unit sales or dollar volume. 

But when the last Jap and Ger- 
man have laid down their arms or 
their lives, and automobiles again 
resume their steady flow to the con- 
sumers of America, Willys won't be 
in last place, or anywhere near it. 
Not if an amazing power plant, care- 
fully worked out consumer promo- 
tion, and_ intelligently conducted 
dealer relations can change the pic- 


Willys-Overland ran this single page in 
The Saturday Evening Post in December 
to nail down the fact that all Jeeps are 


Willys-Overland Jeeps, no matter who 
may make them, and that the Jeep en- 


gine is the regular Willys Americar 
engine. 
jure. For Willys now has all three, 


and a crisis-born opportunity which 
it does not intend to overlook. 

The story starts, really, at Fort 
Benning, Ga., where a year or so 
ago two infantry officers developed 
}a machine gun mount which they 
thought had many advantages in 
providing mobility for infantry. It 
was pretty much like the gadget boys 


used to make with old roller skate 
wheels a T-shaped contraption 
lying very close to the ground, 


which had a machine gun mounted 
forward and an engine mounted aft. 
The idea was for a couple of in- 
fantrymen to lie on their bellies on 


the T—one handled the machine 
gun, the other manipulated the 
strange device with his feet. Its 
advantages were obvious—the gun 
crew could maneuver at something 
resembling high speed, and, lying 
practically on the ground, they 
were hard to spot and difficult to 
hit. 


Army Seeks Development 


The Army thought the idea worth 
developing. It invited several mo- 
tor car manufacturers to send their 
engineers down to Fort Benning to 
collaborate with the quartermaster 
Corps of the U.S. Army; and Willys, 
with plenty of idle manufacturing 
space and several thousand skilled 
workers in its vicinity unemployed, 
jumped at the chance. 

Three companies finally submit- 
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March 9, 1949 


ted models. One bore the experi- 
mental tag, “GP-4,” and when the 
Willys was accepted and designated 
as the one standard Army design 
for “one-quarter ton, four by four 
reconnaisance and scout cars,” a 
new implement of war was born, a 
new word—Jeep—came into the 
Army language, 
knocked thunderously 
Overland’s door. 

For this amazing vehicle, less 
than 40 inches high, but with a 
clearance greater than that of an 
ordinary passenger car, which can 
climb 65-degree grades, pull 15-ton 
trailers and gad about in mud and 
water and terrain that no respect- 
able automobile will attempt, is 
powered with exactly the same mo- 
tor that is under the hood of the 


on Willys- 


1942 Willys Americar—the Go- 
Devil engine. 
Expand Production 
Willys no longer has any idle | 


plant capacity; it’s producing more | 


Jeeps than you’d think were possi- 


ble. But even so it’s not producing | 


enough, and shortly Jeeps will roll 
off the production lines of one other 
automotive manufacturer — Jeeps 
that will be identical to the ones 


and opportunity | 


land to this other company for the 
duration. 

The Jeep has caught the fancy of 
the Army and the public, perhaps 
to a greater extent than any other 
tool of mechanized war. Many think 
that the Jeep may prove a major 
factor in winning the war. And af- 
ter the war, Willys expects “the 
Jeep in Civvies” to play a major 
part in winning the peace-time au- 
tomotive market. 

With a story like that, Willys has 
something to say to civilian Amer- 
ica, and it intends to say it. A full- 
color page facing the first editorial 
page in the March 14 issue of 
Collier’s—out tomorrow—will mark 
the start of a new campaign for 
the automobile manufacturer, a 
campaign that promises to be 
unique among current advertising 
in its field because it consists of 
selling copy. United States Adver- 
tising Corporation, Chicago, the 
Willys-Overland agency, says that 
the Collier’s page is the opening of 
a campaign which may spread to 
other magazines, and which will 
utilize color and preferred position 
whenever possible to do a real sell- 


ing job on the future buyer of auto- | 
mobiles. Every piece of copy in the 


powers all Jeeps will be available 
to people who want power and 
durability and gasoline economy. 


No “Service” Copy 


There won’t be any service or 
conservation copy, designed to pull 
present owners into dealers’ service 
rooms and help keep them alive. 
There won’t be any such copy for 
several reasons, the principal one 
being that Willys doesn’t believe 
that service alone can keep most 
dealers alive. 

Everyone at Willys, from Presi- 
dent J. W. Frazer on down, is con- 
vinced that “the Jeep in Civvies” 
will be a real factor in the post-war 
automotive field, and everyone 
knows that it takes a strong dealer 
organization to sell automobiles. 
So Willys isn’t neglecting dealers in 
its post-war program. Quite the 
contrary. 

Instead of trying to drum up 
service business for dealers, Willys 
has been out drumming up new 
lines for them to sell, lines that a 


dealer and his sales staff can use| 


right now to help keep himself in 
business, and lines that probably 
won’t interfere seriously with his 


normal activities as an automobile | 


rights on Clopay blackout blinds for 
industrial uses, and within the next 
couple of weeks other non-automo- 
tive lines may be offered to dealers, 
with still others to follow as Willys 
completes arrangements with manu- 
facturers. 


Offers Dealer Assortment 


As George Harold Bell, Willys 
sales director, puts it in the broad- 
side: “Shortly after the Pearl Har- 
bor incident, when the automobile 
dealers of America found them- 


selves on the proverbial limb, our | 


president, ‘Joe’ Frazer, said: ‘Some- 
body must step into the breach to 
help these automobile dealers and 
provide them with something prac- 
tical to sell. . 
ball rolling.’”’ The deal with Clo- 
pay Corporation, tying up national 
sales rights on Clopay blackout 
blinds for all industrial uses—that 
is, everything except homes and 
apartment buildings—is 
concrete move in this direction. 
And incidentally, Willys isn’t fool- 
ing about getting up a sales organi- 


zation by using existing automobile 


sales facilities. The folder explain- 


ing the deal tells all about Clopay | 
blackout blinds, their cost, their ap- | 


. and I'll start the | 


the first | 


now being made by Willys-Over-| campaign will hit hard at the re- 
same | markable performance of the Jeep 
Go-Devil engine, as its specifica-|and will stress the fact that after | « 
tions were loaned by Willys-Over- | the war the Go-Devil engine which Is a 


land and powered by the 


dealer once he gets back to normal. plications, etc., and asks the dealer 

In the mails now to most of the|to send Mr. Bell his check for 
country’s 44,000 automobile dealers | $109.45 (made out to the Clopay 
broadside offering territorial| Corporation), for an introductory 


Dominate the 

$10, 700,000,000 

WAR BUILDING 
MARKET 


Private building can’t stop! It is the backbone 
of the building industry and is vital for ultimate 
victory. Starting with the April issue AMERI- 
CAN BUILDER will present war building mar- 
kets in a way to give practical help to the men 
who are responsible for planning and executing 
this huge program. 


Here’s a brief outline of the broad editorial cov- 
erage of the April war market edition: 
defense (“Victory 


housing in areas 


under 


War industry 
Homes”) being built by 


Tithe VI, FHA. 


private industry 


Remodeling, repairs, modernization and conversion 


of old. large homes into smaller units to relieve 


growing housing shortages. 


Farm building improvements to contribute to the 
program to 
food and meat production. 


Government's increase dairy, poultry. 


Industrial plant and shop construction, expansion and 


remodeling—nation-wide - - - 


Time and labor saving tools and equipment for build- 
5 ers and contractors to carry on the above program of 


urgently needed war construction, in the face of pos- 
sible labor shortages. 


Obviously substitutes and replacements for critical build- 
ing materials will be required. New construction method- 
will be necessary. AMERICAN BUILDER readers will 
do the buying and building that make this market. They 


need up-to-the-minute information on products and equip- 
ment. They are looking to manufacturers to tell them of 
their services and products. 


AMERICAN BUILDE 


AND BUILDING ACE 


4 Simmons-Boardman Publication 


105 W. Adams St. 
CHICAGO 


30 Church St. 
NEW YORK CITY 


Terminal Tower 


* CLEVELAND 


others which may follow. subse- 
quently. It is, in effect, loaning its 
director of sales to Clopay and other 
companies for the duration, and its 
sales staff will work closely with 
those of the companies whose prod- 
ucts are sold in helping automobile 
dealers to cash in on their new- 
found opportunities. 
Clopay stands to benefit by build- 
|ing up an efficient, country-wide 
| dealer organization for a new prod- 
/uct practically over night, and the 
| dealers stand to benefit not only by 
| increasing their current income, but 
| also by enabling them to continue 
_ contacts with companies and indi- 
| viduals who will be first class au- 
tomobile prospects after the war. 
All of this makes Willys very 
happy, and rounds out the set-up 
which looks like a sure winner 
when the war is over. For then it 
will be known the company has an 
engine for an automobile that has 
been proved in the crucible of war; 
it will have public acceptance and 
demand that it hasn’t had since 
those long ago days when the 
Overland was a big factor in the 
small car field; and in addition to 
present Willys dealers thousands 
of dealers who have never handled 
a Willys car will feel definitely 
friendy to the company for its en- 
lightened work in their behalf dur- 
ing their time of trial. Unless all 
these things misfire, Willys won’t 
be occupying last place when 
civilian automobiles begin rolling 
off the assembly lines once more. 


LeBlanc Joins Bacardi 
Marty LeBlanc, formerly with the 
St. Louis Globe-Democrat, has been 
named assistant treasurer and man- 
ager of the Bacardi Corporation, 


dealer assortment. 


Willys doesn’t expect to make any 
money out of the Clopay deal, or 
oa WORLIS ema PEST 


ae 
BOOLDING DANE fa 


and will leave March 14 to take up 
head- | 


|residence at the company’s 


Start with APRIL: 


To “Public Safety” 
W. 


Charles Alexander, 


Manufacturers who seek 1942 business, as well 
as those who are looking to post-war markets, 
should make a strong presentation of their sales 


lic Safety. 
editor. 
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CONVOY SALES COMPANY 
Ormeree of 0! Bormrage Co 


4000 Lindel Bovieverd Lewis sivsmeer 


Bottlers of carbonated beverages hit by 
sugar restrictions are invited by the 
Convoy Sales Co., division of B-| Bey. 
erage Co., to put empty bottles back to 
work by marketing the new Convoy club. 
type sparkling water. This ‘want ad 
appeared in the National Bottlers' 
Gazette. Gardner Advertising Co. is the 
agency. 


formerly 
in the news bureau of the Merchan- 
dise Mart, Chicago, has joined Pub-| has been appointed assistant adve! 
associate | tising director of Schenley Dist ile" 


| Jones Quits Maxon 


to Start Own 


N. Y. Agency 


New York, March 5.—Duane 
Jones has resigned as vice-presi- 
dent of Maxon, Inc., effective March 
15, to form Duane Jones Company 
The new agency will open its offices 
the end of this month, specializing 
only in packaged products within a 
price range of one dollar or less 
Headquarters will be at 570 Lexing- 
ton avenue. 

Among the accounts to be direc- 
ted by the new company are B. T. 
Babbitt; B. T. Babbitt-Holly Cor- 
poration, Vernon, Cal; Benson & 
Hedges; Continental Briar Pipe 
Company; Hecker Products Cor- 
poration flour and cereal division; 
C. F. Mueller Company, Jersey City; 
and Joseph Tetley & Co. 

Mr. Jones began his advertising 
career with Lord & Thomas, Los 
Angeles, in 1923 when Don Fran- 
cisco, then vice-president, was in 
charge of West Coast activities. He 
handled much of the agency’s Pa- 
cific Coast business, including the 
Sunkist account. 

In 1928 he became manager o! 
the Los Angeles office and in 1930 
was transferred to New York as 
vice-president. He left Lord & 
Thomas in 1932 to become vice- 
president of Maxon, Inc., but re- 
signed in 1934 to join Benton & 
Bowles as_ vice-president. From 
there he went to Blackett-Sample- 
Hummert as executive vice-presi- 
dent, and returned to Maxon, Inc 
in 1940 as a partner in the agency 


Bayard to Chicago 


George Bayard, previously vice- 
president in charge of the agency 
New York office, has been trans 
ferred to the home office of Russ¢ 
M. Seeds Company in Chicago. Tht 
New York office is now headed | 
W. S. Shartle. 


Schenley Names Seidel 
K. H. Seidel, formerly advertisiné 

manager of Oldetyme Distillers 

New York, a Schenley subsidiary} 


Corporation, New York. 


stories beginning with the APRIL issue of 


AMERICAN BUILDER. 


American Builder is a broad-coverage publica- 
tion, edited for and read by all types of building 
professionals. They are located in cities and 
towns of all sizes. 


AMERICAN BUILDER is the only publication 
with more than 60 years of successful, continu- 
ous service to the building industry. Its circula- 
tion—70,000 net paid—covers the field ade- 
quately, effectively, economically. profitably. 


Call or write us today for detailed information. 


PHOTO PREPARED FOR REINCKE-ELLIS-YOUNGGREEN & FINN 


— 


A staff of thoroughly seasoned operato™ 
capable of producing unusual indust"™ 
photography is available at all times 


STANDARD STuDIOS INC 


540 NORTH MICHIGAN AVENUE - CHICAG 
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March 9, 1942 


“How can an actor cracking jokes 
sell goods for us?”’ said the serious Big 
Business man. Remember? The date was 
about 1924. 

But actors cracking jokes, and some- 
times not very good jokes—have sold a 
lot of people since 1924. 

And what was the serious business 


man’s reaction when he first heard of 


box tops, or premiums, or combination 
offers, or continuities with characters put- 
ting over the punch lines in balloons? Or 
soap operas, treasure hunts, grand opera, 
quiz programs, dramatized commercials? 

Pfui! . .. All right for some firms, 
maybe—but ours is a serious business . . . 
Six months later, lots of s.b.m. were using 
these ideas and devices. 

Anything that sells people can sell 
goods; and anything that sells goods isn’t 
silly but serious business. 

* * * 

Ours is a serious business, too— selling 
advertising space in comics sections in 24 
of the largest and best Sunday papers. 

These MG Sunday comics sections 


sell people—or how else could they show 


a 75°, readership among adults? Why 
else would the best and most popular 
Sunday papers publish comics sections? 

Many of these MG comics are old 
enough to vote. People have liked them 
along time... Tying up vour product 
with something people like is hardly a 
new idea, but it’s still good. 

MG comics, moreover, aren't any- 
thing exotic or exclusive. Not orchids, or 
Audubon prints, or Balinese ballet but 
something 11,000,000 families buy, read, 
enjoy every Sunday! 

Talk about traffic! What other 
medium gets 75",, reception every week 
from one-third of the families in this 
country—and the best third at that? 

Pack 11,000,000 circulation into 20 
states which afford two-thirds of retail 
sales and you have coverage that gets 
action; more than 50°, of the families in 
470 cities in the over-10,000 bracket. 
Coverage of that calibre makes calls in 
even Class C stores, makes enough cus- 
tomers come and ask for your product so 
your dealers know you're selling for them! 

Metropolitan Group, incidentally, 


needs no merchandising; the trade 
catches on at the same time as the cus- 
tomers. Grocers, druggists, department 
store buyers and operators of all-night 
lunch wagons read MG comics sections 
every Sunday because they’re people as 
well as merchants, 

And in MG Comics, it’s pretty hard 
to miss an ad. You have half a newspaper 
page to play with. You have four colors, 
to show package and product so both are 
recognizable. Space enough to put over 
a big story, and color to make it sing... 
No other advertising competition, either, 
on the same page, or at the same time. 

The cost is low, too; lower per im- 
pression than any other medium. 

* * * 

These are serious times in which to 
get business. Metropolitan Group should 
be serious business on any national 
advertiser's mind or calendar this year 
... because it’s a certain medium, a big 
medium, a resultful medium—and a 
cheap medium. 

Seriously——don’t you want to know 
more about... 


Met ropolitan Grou p 


Baltimore Sun ¢ Boston Globe ¢ Boston Herald ¢ Buffalo Courier-Express e Chicago Tribune e Cleveland Plain Dealer « Des Moines Register 
Detroit News ¢ Detroit Free Press ¢ Milwaukee Journal e Minneapolis Tribune & Star Journal ¢ New York News ¢ New York Herald Tribune 
Philadelphia Enquirer ¢ Pittsburgh Press ¢ Providence Journal ¢ Rochester Democrat & Chronicle ¢ St. Louis Globe-Democrat 


St. Louis Post-Dispatch ¢ St. Paul Pioneer Press ¢ Springfield Union & Republican ¢ Syracuse Post-Standard ¢ Washington Star e Washington Post 


Cuicaco: Tribune Tower « Derrorr: New Center Bldg. * San FRANcisco: 155 Montgomery St. « 220 East 42d St., N. Y. 


ee gift _ ; x ie. “ en ts ee eas Ate 2a a ; . % 2 ibe mr, so ipa ; he 2s 4 ‘ es, ag a a ae od : oe Rone \ arg : ree ea ae :- mh Pie, ¢ ~ pact “ad i mA 
gen eee ; : f fac 
2 a ADVERTISING AGE 3 c .. 
—————————E——————E——EEEEEE————E———————=—_&{[{{£:_:—aeE>——————EEEoEoEoEoe ae 
ae 
eau 
U s | a. 4 
\ U ines ” aie 
! . 
s Us S$ 
¥ sero ‘2 
€ a erg 
. = 
es a ey 
_ ‘i Tee 
a» ; 
he ee 4 Soe 
. * e “oo a 
b- = a: see 
d me 
rs’ 
he 
, Ss Pe 
“3 \ , 
ch a + . 
ny % 
ices Ly ; 
ring mr 
na es 
less Rep - 
ing- oo 
<. 
rec- oo 
i i a 
‘or- 3 spe: 
1 & a hs 
Pipe Wise 
“or- eas os 
‘ion; ete 
‘ity; = 
; kcacue 
sing ie ; ’ 
Los ee rr ¥ e 
ran- a 
s in 
He ae 
the * : 
ee 
r of : am = : 
1930 cee 
k as ia ae 
vice- 
5 Tee es 
mn & Kat 
From = 
nple- ey 
resi- Suites 
Inc las 
vice- 
ancy’ 
rans a . 
usse = 1: 
The e % 
PC I a Re 
| a ae 
lers —" 
jiary ics 
iver - i 
tiller 2 . 4 Ee 
ase De 
. Sr - 
( 3 Se, . = 
oC ~~ 1 | 
le, | wt *. 
ee = 
a eee 
_ eee Ais 
- % a ;. F y 
3 oe fis ~* ta > : t " ey + * é . * 4 = . 4A : se a e f ‘3 4 ” oun = Ary oe oa, © oe A : “= Re , WA . bs ce 2 “f Birt . AH ’ ‘a ‘ a 
Rae) fee ah é ag fe Bet ee 4h rdw” pam ees ae a ee a Ne Oe a Nee TT Ngo) Wa dict OS ane ee sii fo aa 
Me is eee |. Bias epee Fe Pat Oe gs ers e Bs ey ei Se ee Oe See ag 7 ar gf th ho nee <7 ea: Me hee ee gh tee 7 Y ey 
da Mabe es Atk Ee, ROT CR er ee ae oe Ft ee i ee ene a ie Sy ae mT 


4 


ADVERTISING AGE 


March 9, 1949 


Bijur Executives 
Close Agency and 
Join Armed Forces 


New York, March 3.—‘Last week 
we were offered two new accounts, 
one in the drug field, one in foods 
one currently spending $94,000 an- 
nually for advertising, the other 
$320,000 — which would raise our 
already substan- 
tial billing to the 
highest total it’s 
ever reached. 

“But we're not 
going to accept 
either account.” 

In such dra- 
matic fashion did 
George Bijur last 
week reveal that 
the advertis- 
ing agency of 
George Bijur, 
Inc., will suspend 
operations for 
the duration, effective May 1, so 
that members of the staff may enlist 
with the nation’s armed forces. The 
decision, said Mr. Bijur, resulted 
from work that the agency has been 
doing for the government and the 
Army and Navy since December, 
without compensation. 


A / 


George Bijur 


“But far from satisfying our de- 
sire to enlist our services for the 
duration,” Mr. Bijur said in the let- 
ter he addressed to clients, media 
and friends, “these activities stimu- 
lated and strengthened it. 

“And so we've decided that 60 
days from today we are going to 
suspend activities until the end of 
the war. I personally am on my 
way into the Air Forces; our re- 
search chief is signing up with the 
Engineers; our radio manager is 
headed for the Signal Corps, and so 
on down the line. 

“Incidentally, it’s a tribute to the 
caliber of our personnel that we’ve 
already been able to place virtually 
every one of our employes not elig- 
ible for military service in a satis- 
factory job. 

“Our company will not be dis- 
solved. Our proofbooks and _ files 
and forms are going into storage. 
Our corporate assets and entity will 
remain intact—and we all hope to 
be together again, planning once 
more how to win wider and keener 
appreciation for our clients’ prod- 
ucts, as soon as the war is over.” 


Adds Supply Chain 

Lucky Auto Supply Stores, south- 
ern California chain, has placed its 
account with Hillman-Shane-Brey- 
er, Los Angeles. 


OPA Wants Paper 
Prices Held at 
October Levels 


Washington, D. C., March 5.— 
The Office of Price Administration 
tackled the paper price problem 
today by requesting about 200 
manufacturers of kraft converting, 
of coarse, sulphite and tissue papers 
to agree not to exceed prices in 
effect during the Oct. 1-15 period. 
Along with the request from Price 
Administrator Leon Henderson 
went forms for members of the 
industry to return to signify a will- 
ingness to cooperate. 

OPA expects to stabilize prices 
at about present levels on most 
grades. Sales below the established 
rates will be permitted, as will the 


customary differentials for sheets, | 


distant shipments and small quanti- 


permission for any 
advances. 
Manufacturers were urged to sign 
and return the agreement form even 
though dissenting on some _ items 
due to unusual situations. They are 
asked to note and explain excepted 


contemplated 


items and also to supply price — 


tory and production data. 


This complete tile of 
useful data on Toledo 
Market 1s available on 


request Write for it 
Advertising always ‘as 
Value” power. Power to 


today - plus the power to build good-will 


for tomorrow. 


And, likewise, the Toledo Retail Trading 
“Double Value” 
enduring strength of the Toledo City mar- 


Area is a 


ket lies in the diversity of its industries. 


Outstanding in the metal trades . . the 


“glass center” 


500 plants manufacture a wide variety 


of products. Turned over to war produc 


of the world 


TOLEDO 
AREA 


RETAIL TRADING = 


.. OHIO’S 


DOUBLE 


a “Double 


produce sales 


tion now, there is a tremendous backlog 
of facilities and experience for returning 


to diversified production in the after-war 


tomorrow. And surrounding Toledo is 


market. The 


. Toledo's 


politan Dailies 


Ohio's richest agricultural district, part 
and parcel of the Toledo Retail Trading 
Area, lending added vitality and stability 
to this balanced market. 

In war and at peace, for 106 years, the 
Blade has served this market with a 


coverage most unusual among metro- 


anywhere. 


TOLEDO BLADE 


One of America’s Great Newspapers 


+ 


REPRESENTED BY PAUL BLOCK AND ASSOCIATES 


Advertising Tax 
Absent from New 
Treasury Bill 


Believe Proposals 
Will Be Considered 
by Committee 


Washington, D. C., March 4.—A 
$7,610,000,000 tax program which 
not even Donald Duck could induce | 
the public to take with a smile was 
unveiled before Congress this week, 
featuring sharply increased income, 
excise and excess profits levies, plus 
a novel plan for the collection of a 
part of income tax payments at the| 


; ., | source and in advance. 
ties. A review of costs and profits! p~ tons advance 


will precede the granting of OPA| 


Conspicuously missing from the 
initial recommendations made by 
Secretary of the Treasury Henry 
Morgenthau, Jr., and his tax ad- 
viser, Randolph Paul, were pro- 
posals for taxing advertising. Per-| 
haps significantly for advertising, 
Mr. Paul closed his statement to 
the House Ways and Means com- 
mittee by saying that “there are 
‘other matters which we are still 
studying and with respect to which 
we may be able to present our views 
to the committee at a later date.” 

Whether the Treasury has aban- 
doned all thoughts of dealing with 
advertising in any way could not be 
learned authoritatively, but it is still 
believed likely that such proposals 
will be aired before a bill reaches 
the House floor. If such recom- 
mendations do not come from the 
Treasury, committee members them- 
selves may raise the issue. 


Heavy Individual Tax 


Secretary Morgenthau recom- 
mended that individual tax rates be 
revised so as to yield approximately 
$3,000,000,000, or about 60 per cent 
more revenue than will be obtained 
under the present law. As an ex- 
ample of the grief in store for tax- 
payers, a single person with no 
dependents and a net income of 
$3,000 now pays $221 tax and would 
pay $470 under the Treasury recom- 
mendations. The earned income 
credit would be dropped. 

Corporation levies would be 
raised $3,000,000,000 under’ the 
Treasury plan—an increase of 40 
per cent. Most of the extra reve- 
nue would come from taking a 
larger bite of excess profits, the 
maximum rate being increased from 
60 to 75 per cent with correspon- 
ding increases in lower brackets. 

In this connection, Secretary 
Morgenthau said: “The proposed 
increases in the excess profits taxes 
have the additional virtue of recap- 
turing undue profits on war con- 
tracts. This method is far better 
than imposing profit limits spe- 
cifically on war contracts.” 

This comment was interpreted to 
mean that Secretary Morgenthau 
opposes such measures as the Vin- 
son bill, which sets a 7 per cent 
limit on profits from war contracts 
and lists advertising among costs 
which cannot be included. 

Secretary Morgenthau also asked 
for a special war surtax which 
would absorb the present corporate 
surtax and would be imposed at the 
rate of 31 per cent on corporations 
with incomes exceeding $25,000. 
This tax would differ from the 
present surtax in that a special tax 
credit would be allowed when the 
surtax net income for the current 
year has fallen in comparison to 
the income for the pre-war period. 


Hit Candy, Chewing Gum 


New excise taxes were asked for 
candy, chewing gum, and carbo- 
nated soft drinks. The candy and 
gum levy would be 15 per cent of 
the manufacturer’s sales price. Bot- 
tled drinks retailing for a dime or 
less would be taxed one cent per 
bottle, with carbonic acid gas used 
in unbottled soft drinks taxed 80 
cents per pound. 

Existing levies would be stepped 
up. The federal gasoline tax would 
be doubled to three cents per gallon, 
lubricating oil from 4.5 to 10 cents 
per gallon, beer from $6 to $8 a 


_— : ee 


PAPERCLIP BADGE 


The Man wha Cares says. 


CAnsTAns ¥ White Seal = 


The incongruous imprint of a generous. 
size paperclip on the otherwise spotless 
breast of Carstair's white seal came 
about, it appears, when a real clip was 
overlooked on the mat—and indelibly 
engraved. The advertisement appeared 
Feb. 28 in the Amsterdam Star-News 
Harlem Negro newspapper. 


barrel, still wines from eight to 15 
cents per gallon, distilled spirits 
from $4 to $6 per gallon, transpor- 
tation from 5 to 15 per cent (20 per 
cent on seats and berths). New and 
higher schedules would also apply 
to cigarets and cigars. 

Secretary Morgenthau’ argued 
strongly against a sales tax as bear- 
ing disproportionately upon low in- 
come groups. Questions put to him 
by committee members, however, 
showed there is substantial support 
for a manufacturers’ sales tax, and 
a hard fight on this issue is pre- 
dicted. The Administration regards 
a sales tax as a “last ditch” method 
to be resorted to only in case of dire 
necessity. 

After hearing the two Treasury 
spokesmen, the committee adjourned 
hearings until next week, with the 
admitted intent of giving the coun- 


| try a little time to absorb the shock 


of knowing how hard pocketbooks 
are going to be hit next year. 


Offers Car Service 

Typical of the advertising to 
which many garages will eventually 
be swung by the pressure of curtail- 
ments is a full page recently ap- 
pearing in the Tribune, Albu- 
querque, N. M., for the Oden Motor 
Company of that city. In a star- 
spangled headline, the company an- 
nounced a “Victory Maintenance 
Program,” and outlined its plans 
for car and tire conservation. Ward 
Hicks Advertising, Albuquerque, di- 
rects the account. 


NBC Adds Two 

Stations WROL, Knoxville, and 
WAPO, Chattanooga, will become 
members of the south central group 
of the NBC-Red network April |! 


when you think of SPOTS 
... think of John Blair! 


& COMPANY 


NATIONAL STAT iON, 
REPRESENTATIVES. 
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A MESSAGE FROM 
THE PUBLISHER OF 
THE OREGONIAN 


Just as it is necessary for our nation, at this time, to reaffirm 


its faith in Democracy, so is it desirable for a newspaper, as 


one of the instruments of Democracy, to re-examine the basic 


Oregonian Circulation 
is at an all-time high! 


151,591 . . DAILY 
178,943 SUNDAY 


(A. B.C. figures for the 6 months’ e 
period ending September 40, 1941) oe 


That the public also subscribes to the basic soundness of aid 
FOR THE YEAR 1941, The Oregonian led. 


the afternoon paper in total advertising. 


principles by which it operates. 


The Oregonian believes that the function of a newspaper 
in a democracy are: “One, to print the news; two, to com- 


ment adequately thereon; three, never to allow these to mingle.” 


this formula is indicated by the fact that during the year just 
closed The Oregonian not only maintained but increased both 
its circulation leadership and its advertising leadership. IN JANUARY, 1942, the first month for 
which figures are available since war was _ 
declared, OREGONIAN advertising linage 
increased by 16.73% over January, 1941. 


The more pronounced this leadership becomes, the greater 
the responsibility. And so The Oregonian takes this occasion 


to pledge anew our promise to be “more than a city news- 


Chan. May. 


PUBLISHER 


paper—a part of the life of the region.” During this same month, the afternoon 
paper LOST 35.80% in total advertising, 


as measured against January of last year. 


IN JANUARY of 1942, The Oregonian 
led the afternoon paper in advertising by 
150,819 lines. 


(Media Records Figures) 


The Great Newspaper of the West 


TheOREGONIAN 


PORTLAND, OREGON 


Represented Nationally by PAUL BLOCK & ASSOCIATES 
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Advertising’s Job 
Described fo AMA 
by Commerce Chief 


Recommends Conserv- 
ation, Production 


Data Be Told 


New York, March 5.—Advertising 
has two major tasks to perform in 
the war effort, the American Man- 
agement Association was told today 
by John H. Morse, chief of the di- 
vision of commercial and economic 
information of Bureau of Foreign 
and Domestic Commerce. It must 
“provide information to those fight- 


ing on the home front and in the | 


on such matters 
ways of using and con- 


production armies” 
as better 


| 
| of 


serving products and the develop- | 


ment of substitutes. He pointed out 
that the bureau is being asked to 
furnish data on alternative products 
at a constantly accelerating pace. 

The second major job of adver- 
tising, he said, is to tell America 
about our achievements on the pro- 
duction lines, so that those who are 


on these lines “will feel the surge | ing in iene places it at about 


rising confidence” 
achievements can start. 
cited England’s success with adver- 
tising copy of this nature and par- 
ticularly commended its use of 
| humor in advertising. ‘“‘We can af- 
|ford to have more of that type of 
_ advertising instead of heavy ‘pres- 
tige’ or ‘institutional’ copy,” he 
added. 


Illustration from England 
How the war engulfs advertising 


that these | 
Mr. Morse | 


| quoted. 


activity was illustrated by the lin- | 


age carried in six leading British 
papers for the first week in Decem- 
ber during each of the past four 
years. In 1938 the total was over 
53,000 column inches; in 1939 the 
space used had dropped to about 
32,000 inches; in 1940 it nose-dived 
to only 13,350 inches, and during 
the first week in December, 1941, 
was slightly under 10,000 column 
inches. 

It was impossible, the speaker re- 
marked, to estimate what propor- 
tion arose from the limitations on 
the use of paper, and what “portion 
of the decline comes from the deci- 
sion of advertisers to restrict or 
stop their advertising. Recent re- 


ports indicate that there is a de-. 


mand for more space than is avail- 
able, even though one estimate of 
the current volume of all advertis- 


one-fifth of the pre-war total. This 
estimate is close to the change in 
newspaper linage figures just 
It is entirely possible that 
we might have a similar reduction 


by the time we are in our third | 


year of war. Let us hope that we 
will not be forced to it.” 

The restrictions on the use of pa- 
per affect other types of advertising 
greatly. Magazine paper allottments 
have been cut 22% per cent, per- 
haps more by now. Costs are up. 
The quality of paper is lower and 
labor in the printing field is short. 
The size and use of posters are re- 
stricted, while package inserts are 
prohibited. Store catalogs and free 
advertising circulars, except for | 
books and seeds, are either pro- 
hibited or restricted to a small per- 
centage. 


Fleischmann’s Yeast 


for Bakers to Kudner 

Standard Brands, New York, has 
appointed Arthur Kudner, New 
York, to direct advertising on 
Fleischmann’s yeast for bakers and 
all bakery products. 


Adds Kasko Distilling 
Kasko Distilling Company, Phila- 
delphia, has placed its Four Kings 


whisky account with Harry Fieg- | 


enbaum Company. 


15¢ at NEWSSTANDS! 


Effective with the May issues of Screen Guide and Stardom, and the April 
issues of Movie-Radio Guide, the newsstand prices of these magazines 
will be advanced to 15 cents from 10 cents. Subscription rates will be 


raised in proportion. 


Newsstand demand for all three magazines has risen and is still rising 
steadily issue by issue. Production costs also are up. Since it is the readers 
who are responsible for the increased newsstand demand, the added cost 
of production should be paid by them and not by advertisers. 

Screen Guide is currently delivering nearly 500,000 copies against a 
guarantee of 325,000; Stardom is delivering nearly 200,000 against a 
guarantee of 100,000; Movie-Radio Guide is currently more than 75,000 
over its guarantee of 275,000. Thus each magazine has a healthy ‘‘bonus’’ 


circulation. 


We are proud that ours are the first screen publications in history to 
advance their retail prices in response to rising demand. 


GUIDE SCREEN UNIT 


SCREEN GUIDE - STARDOM + MOVIE-RADIO GUIDE 


HARRY HAYDEN, Advertising Manager 


Offices of Advertising Representatives 


551 FIFTH AVENUE, NEW YORK CITY 


731 Plymouth Court, Chicago «+ 


Duncan A. Scott & Co., San Francisco « 


Los Angeles 


Refiners Using 
Advertising to 
Boost Beet Crop 


Tell Farmers Sugar 
Needs Require Bigger 
Crops Than Ever 


Salt Lake City, March 5.—Beet | 
sugar advertising shifts from peace- | 
time sales promotion to a wartime | 
role boosting production in the 1942. 
campaigns of two large western re- | 
finers, the Utah-Idaho Sugar Com- | 

| pany of Salt Lake City, and the | 

Amalgamated Sugar Company of | 
Ogden. 

Responding to a U. S. Department 
of Agriculture request that grow- 
ers and refiners increase 1942 pro- 
duction more than 30 per cent to 
maximum processing capacity, the | 
two companies are placing news- | 
paper space directed to farmers | 
throughout Utah, Idaho and Oregon 
producing territories. 


Sources Cut Off 


This sudden advertising transition | 
from 1941 conditions—when sugar 
| beet planting was reduced 17 per-. 
| cent—to 1942 capacity production is 


tly t to th ttle of the | 
‘direc y Wases Me Bete « | modified its recent tin conservation 


Pacific and to wartime demands. 
The Philippines, normally responsi- 
| ble for 12 per cent of U. S. cane 
| sugar consumption, with exports of 
854,000 short tons in 1941, are com- 
pletely eliminated as a 1942 source 
|of supply. Hawaiian Island ship- 
,/ments to the mainland, 903,000 tons 
in 1941, will reach only 500,000 tons 
in 1942, according to OPA estimates. 

The urgent need for sugar ration- 
ing and for maximum domestic beet 
| Sugar production is pointed up by 
the wartime requirements of 1,000,- 
000 tons for alcohol production, ap- 
proximately 1,000,000 tons of lend- 
lease exports to Britain and Russia, 
and the fact that the equivalent of 
700 pounds of Cuban cane sugar in 
high-test molasses is consumed 
every time a 16-inch naval gun is 
fired. 

The Amalgamated and _ Utah- 
Idaho campaigns to growers—both 
placed by Stevens & Wallis, Inc., 
Salt Lake City agency—are being 
merchandised thoroughly to the 
farmers with the active support of 
beet growers’ associations, govern- 
ors, state agricultural commissions 
sugar processors, AAA administra- 
tors, county agents, and newspapers. 


Others Sponsor Train 

Current Amalgamated Sugar 
Company copy is newsy in treat- 
ment, emphasizing cessation of nor- 
mal Pacific imports, current high 
prices for beets, and the advantage 
| to farmers of pushing peak produc- 
tion to establish favorable post war 
quotas. 

Another attempt to 
production is the “Food for Free- 
dom” train sponsored by the Den- 
ver & Rio Grande Western Rail- 
road that is carrying educational 
exhibits prepared by six cooperating 
sugar beet processors. Circulars dis- 
tributed to farmers visiting the 
train in Colorado, Idaho and Utah 
point up the increase in daily sugar 
rations of the U. S. Army from ap- 
proximately three tablespoons in 
1838 to five ounces, or one cup, in 
1942. Copy features payments up 
to $175 per acre for sugar beets 
plus extra gains up to $50 per acre 
from feeding by-products to live- 
stock. 


boost beet 


Hal Burnett Joins 
“Advertising Age” Staff 


Hal Burnett, who formerly oper- 
ated his own news and publicity 
organization in Chicago and before 
that was connected with Columbia 
Broadcasting System and the Wm 
Wrigley Jr. Company, has joined 
| ADVERTISING AGE as managing edi- 
tor, with headquarters in the New 
York office. 

Mr. Burnett succeeds Irwin Rob- 
inson, who has taken an indefinite 
leave of absence to serve as public 
relations director for the Radio 
Division, Office of Inter-American 
Affairs. 


a 


To © GROWERS, USERS 


Loin Ma. — 


» MORE 


These are samples of recent newspaper 
copy which followed close on the heels 
of government steps to solve the sugar 


shortage. At the left, Amalgamated 
Sugar Co., Ogden, urges farmers to 4s. 
sure maximum sugar beet planting now 
| paving the way for more favorable al!ot- 
ments when the industry returns to the 
quota system. The California-Grown 
Sugar Group, in the ad at the rignt 
meanwhile appeals to consumers to buy 
one of the brands of beet sugar it rep e- 
sents. A complete recipe is featured. 


aevisron Allows 
Use of Cut Tin 


tor Small Cans 


Washington, D. C., March 5.—The 
War Production Board this week 


order to permit manufacturers to 
deliver and canners to use for the 
remainder of this year cans of «ny 
size which were completely manu- 
factured or whose parts were com- 
pletely cut on Feb. 11. As origi- 
nally issued, the order banned smal! 
size cans, with the result that both 
manufacturers and canners. were 
forbidden to use stocks on hand. A 
vast amount of storage space wil! 
be made available by the amend- 
ment. 

Consumption of tin plate will not 
be increased by the modification, 
since there is no quantity limit upon 
primary-product cans and _ those 
used to package secondary products 
will be charged to canners’ quotas 
Primary-product cans, in general 
are those used to pack fruits and 
vegetables which would spoil if not 
canned when fresh. Secondary- 
product cans are used for fruits and 
vegetables classed as of secondary 
importance, some of which can be 
dried. 


. Asks Power Boost 


Station WCFI, Pawtucket, R. | 
has asked the Federal Communica- 
tions Commission’s permission t 
increase power from 1,000 to 1,500 
watts day and night. A new trans- 
mitter will be required if FCC 
okays the increase. 


NEW HAVEN 
is TALL! 


Jared Mansfield of New Haven ** 
the first American to offer a practi 
and important contribution to math¢ 
matics. Mansfield sensing the 
development of the West, and realizi™ 
the crude and inaccurate methods 
in the division of land was the fath* 
of the Land Survey System. 


Che New Gaven Renistet 


FIRST in Gonnecticut in Circulati” 


a aes ag mat = so, “3 ae ‘ Seige ? » +3 - i " ag {one 2 “a Sait ; oe ie Bi tage ia of ie : “nwa ee is o a 2 — es “a " ee > 
: ‘ . 
= 
: ix ; manne ¢ 
ae 
7 po 
: | a 
3 “ 5 | .. = atheree- Grows bee ayy 
a . Pai 
=  N\E& b kes 
a | WAZ & a 
| | eewseecomsmme Nee mes 
SiS al ee 
’ eucessesraswe? A BE 
| | ESSseSSSte aK Z ~ 
| | | eee. (774 et == 
a ——— | ee eae 
| | SSSHSHISS wees = 
|| SS ee SS 
ee er _ peeer CAMORMA-CROWE BH ocae 
™ mens wade Se 
i | oe eee 
SE Te 
a a 
ee 
ag = : 
1 —_— CC 
e pet ee 9 
i AOE 
~ x cur 
get et 
a3 x _ a* Ys = 
‘ ; ‘ sc ak me - 
- x py pt 
. & — e a. 
ey li “sy ‘ im mx P a id im : ; 
a a i ’ Ae | 
BS by q mie — P ee ie, : 
lectin ‘ ge ' 
2 = we : 
es a _ Ss yee” iz 
es | want iz 
i siti a er te We 
. 2 — ' wo Oa NN wt 
Se ui Ry “me : mea tena 
i i. ne og . we 
‘ ms 
. re eS ; 
oe im = - 7 = 
aici — ) “ = 
. = — ee) 
“4 ee = \ Re. 7 
ri aa — 4, / > 
Se 9h — 
Pa ( + i 
eS jas Ss = by 
r + — yy 
we 4 —— =—— 
oe %. — = i 1 
: a 
| a he 
a 
> res a 
— Sa 
ets 
= ae ee 
| ee < 
a ae Se i st 
3; ie cee a Rae. i Ls «Ree ae o- a Sone eee ae “cag Eek ee a felis 7 ie ie ai, a : Fak ers 7 a 4 ra Peg 5, ae : 7 he ps ¥ 4 a, hide 
Fi i e Ey aS ae is na vA ae 6s ; ot ~ : a be “ si™ hd Seg ee wig ‘a. Mh ar gee plea ~~ ai 25 ier ay . a 2 ne 4 wet ae ye * Tale. aie “_ ra Sa ik ~ Q ‘ re a ae 
Ba Ne re ley a, Sane gM”. cae ar Se Baris at ae PO pig SoM os ad f. tea. fe Rte a a 7 tc Seg Cee ) ae 
ay cae ho) di =» a, MA ght . ; . ; Pret san eee Ba i ye = aa ee Pia eM a Se ite Ry 2a Sa NE cn = ey ee ae : Cae os peti att Pe tg 


? March 9, 1942 ADVERTISING AGE 


| 
al ee 


The 
veek 


; — DISPLAY FRONT 


anu- pe cee Mie 


righ MULTI-DUTY 

> Sa 

end- , ae ; . 

= BM curs stock Vilalrrems oF 


both 
were 


d. A 


tion ! Vil TREMENDOUSLY PRINTED SALESMANSHIP 
those . > oY . 

ducts aD ANY DESIRED NUMBER OF / WINDOW DISPLAYS - COUNTER 
en S) SEPARATE, REMOVABLE DISPLAYS * FLOOR DISPLAYS - 
neral 

van a aa WALL DISPLAYS + FESTOONS - 
aon, PENNANTS * WINDOW POSTERS 
te 

an be 

= OUR GOVERNMENT has requested substantial 
unica: savings in materials, including paper and paperboards. Such 
"7,50 savings CAN be accomplished, and YOU CAN CONTINUE 
TFC YOUR SALES-INDUCING PRINTED SALESMANSHIP AT THE 

ALL-IMPORTANT BUYING SPOT. 


The TOP NOTCH window display, with its separate and re- 
movable illustrations (lithographed on both sides of a sheet of 
stock which is held in curved position in the display front) is 
one FORBES solution . . . we can show others. New solutions 
are being developed. 


Write, wire or phone for a FORBES sales executive to call 


F 1 H H F C LITHOGRAPH CO. | o 
P0.B0X 513 * BOSTON . 


NEW YORK CHICAGO CLEVELAND ROCHESTER 
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Food Guide and 
Poster Initiate | 
Nutrition Drive 


Food Industry to | 
Spend Millions on 
Joint Campaign 


Washington, D. C., March 4.—The | 
opening gun in a new drive to 
make America “nutrition-conscious” 
was fired this week when Federal | 
Security Administrator Paul V. Mc-| 
Nutt released the official ‘food | 
guide” which will be the spearhead 
of a campaign in which the food) 
industry is expected to spend mil- 
lions of dollars to advertise a joint 
industry-government program. 

Distribution began this week of a 
red, white and blue poster carrying 
the “food guide” and the slogan, 
“U.S. Needs Us Strong—Eat Nutri- 
tional Food.” This poster and 
accompanying dietary advice will 
be popularized through food com-| 
pany advertising. Even food manu- 
facturers whose products are not 
included in the official guide have 


| 


| public 


promised to tie in to the program. 

In addition to this week’s release 
of slogan and guide, a further an- 
nouncement outlining food industry 
cooperation in detail is expected in 
about a fortnight. Harry Houghton, 
merchandising consultant to the 


| Office of Defense Health and Wel- 


fare Service, which Mr. McNutt 
heads, and John Murphy, public 
relations director of the Associated 


| Grocery Manufacturers of America, 


are principally responsible for 
working out details of the plan. 


To Feature Seal 


A seal, which may become as well 
known as the famous Blue Eagle 
of NRA days, is slated to play an 
important part in the drive. It will 
be reproduced in all advertising of 
cooperating companies. 

As outlined by Mr. McNutt, the 
nutrition campaign seeks to “trans- 
late the scientific findings of modern 
nutrition research into simple, easy- 
to-follow guidance which everyone 
can and should apply,” and will 
utilize “all available channels of 
information to combat the 
ignorance which is a large and un- 
necessary cause of malnutrition.” 

The program itself is an out- 
growth of the National Nutrition 
Conference, held here last May at 
the instigation of President Roose- 
velt. At that time, it was brought 


out that only about one-fourth of 
the American public eats properly. 

The official “food guide” reads as 
follows: 

“Milk and milk products—at least 
a pint for everyone; more for chil- 
dren; or cheese or evaporated or 
dried milk. 

“Oranges, tomatoes, grapefruit, or 
raw cabbage or salad greens — at 
least one of these. 

“Green or yellow vegetables—one 
big helping or more, some raw, some 
cooked. 

“Other vegetables, fruit—potatoes, 
other vegetables or fruits in season. 


3read and cereal—whole grain 
products or enriched white bread 
and flour. 
“Meat, roultry or  fish—dried 
beans, peas or nuts occasionally. 
“Eggs—at least 3 or 4 a week, 
cooked any way you choose; or in 


made” dishes. 
“Butter and other 
min-rich fats, peanut 
similar spreads. 
“Then eat other foods you also) 
like.” | 


PLAN INDIANA CAMPAIGN 

South Bend, Ind., March 5.—Gov- 
ernment experts and nutrition lead- 
ers of South Bend and St. Joseph 
County completed plans this week 
for a campaign of nutrition educa- 
tion the week of April 13. 


spreads—vita- 
butter, and 


It will be the first program of its 
kind in the country as an official 
part of the government’s effort to 
provide balanced nutrition in the 
home for national defense. Plans 
were worked out at a conference of 
county civilian defense officials, 
leaders in women’s defense activi- 
ties and officials from Washington. 
The program will include exhibits, 


lectures, study groups, club pro- 
grams and demonstrations in the 
schools. 


Results of the test educational 


|campaign will determine whether 


it will be extended later to other 
cities and states. 


Hudnut Account Goes 


to Kenyon & Eckhart 


Richard Hudnut, New York, has 
appointed Kenyon & Eckhardt, New 
York, to direct advertising for all its 
toilet goods, effective April 1. 
G. Lynn Sumner Company, New 
York, 
Hudnut salon 
success course. 


Hall Gets WJZ Post 


Warner Hall, 


and DuBarry home 


New York, has been named sales 


service supervisor of Station WJZ, | 
a member of the) 


New York, and 
national spot staff of the Blue Net- 
work. 


New York. subway 


city” 


America. 


,_—_— AS MANY WOMEN as men 
ride the New York Subways. This fact 
has been definitely established—and 
it gives proof that, 
or women or both you want to sell in 


the field—reaches 9 out of 10 of the 
s adults—reaches them an average 
of 26% times each month. 


And consider this, if it’s women 


alones, or housewives—the most con- 
centrated feminine buying market in 


That’s why many of the foremost 


whether it’s men 


advertising covers 


you're mainly interested in: of the 
women riding the subways in a month, 
1,896,600 are main earners, 


live- 


names in national advertising are plac- 
ing more and more new subway adver- 
tising —for, whether they want to sell 
men or women, or both, they reach 
them through subway advertising. 


POWER to sett THE 5,638,800 
ACTIVE NEW, YORKERS, 


will continue to handle the) 


formerly on the} 
sales service staff of Station WOR, | 


— 


Armour Gives Bush 
as Treet Premium 
in Spring Drive 
Chicago, March 5.—The flowers 
that bloom in the spring, tra-la, are 


fine premiums when others are prj- 
ority-blasted, so Armour & Cy. jg 


offering a royal lilac butterfly bush 
in a spring campaign on beha!! of 
its Treet canned meat. 

Last spring Armour used a flower 
featuring a chrysanthemum 


deal, 


plant, and 1942 promotion is mod- 
eled along the same line, offering 
the lilac bush for 10 cents and a 
recipe folder from a Treet can. 
Copy stresses that the premium is 
not a small plant, but a bush which 
reaches a height of four feet, and 
mentions a guarantee by Good & 
Reese, “America’s largest growers 
of greenhouse plants,” stating that 
if the plant fails to thrive, it will 
be replaced without charge. The of- 
fer ends June 30. 

The opening gun of the campaign 
appeared in four colors in The 
American Weekly March 1, in 205- 
line space on five columns. Four- 
color copy is slated for American 
Home, Family Circle, McCall's, This 
Week Magazine, Woman’s Day and 
Western Family. Spot radio will 
also be used in the promotion, 
which will run for seven weeks, 
ending late in April. 

Copy is now promoting the same 
lilac bush in several national wom- 
en’s and home magazines, quoting a 
75-cent price. Lord & Thomas di- 
rects the Treet account, and R. F. 
Walker is account executive. 


To Conover-Mast 


Judson K. Mulford has _ joined 
Conover-Mast Corporation, New 
York, as production manager of 


Mill and Factory, 
Liquor Store 


Purchasing and 
and Dispenser. He 
was formerly production manager 
and art director of Farm Journal 
and Farmer’s Wife, Philadelphia. 


Gets Service Post 


Arthur J. Baker, formerly head 
of the outdoor advertising depart- 
ment of Donahue & Coe., New York, 
has joined David Nierenberg, New 
York, as head of the service depart- 
ment. 


Color Print Yields 
Finer Plates 


Solves Production 
Problems Arising 
from Color Film 


Our highly perfected techn que 
brings you an art-copy color )rint 
that fully reproduces Kodach: ome 
on paper. We retain the lifelike. 
rich quality of your film tran: par- 
ency. We can enlarge, reduce % 
print same-size. This print we ca! 
a Chromart. You can displ 
retouch, airbrush, paste into ar 
work It is magnificent co} for 
plate-making. Priced from $38 ID 
vestigate this print! 


PHOTOCHROME LABORATORY 
837 N. Fairfax Holly wood 
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"WAR" PRODUCTION 


eoechenet (6 pee rong’ 


Luelem LELONES 


po 


A new cologne of non-alcoholic composi- 


tion is being introduced to American | 


women this month by Lucien Lelong with 
special newspaper copy in four major 
cities plus promotion in the company’s 


Stewart to New Post 

Walter A. Stewart, formerly gen- 
eral field manager of Schenley Dis- 
| tillers Corporation, New York, has 
been named sales manager of Mc- 
| Kesson Liquor Company, Newark, 
| liquor division of McKesson & Rob- 
| bins, Inc. 


Francis to Buchanan 
Richard Francis, formerly with 
Campbell-Ewald Company, Los An- 
| geles, has joined Buchanan & Co., 
Los Angeles. Campbell - Ewald’s 
Los Angeles office has been closed. 


To S. Duane Lyon 

Greene Mfg. Company, Greene, 
N. Y., and Vice Moran, Bradford, 
Pa., have placed their accounts with 
| S. Duane Lyon, New York. 


Henderson Sets 
Price Ceilings 
for Canned Goods 


Washington, D. C., March 3.— 
Reaching directly to the dinner ta- 
ble, Price Administrator Leon Hen- 
derson has moved to halt further 
price increases in 11 canned fruits 
and 15 canned vegetables by setting 
temporary price ceilings at the 
highest level prevailing in the Feb. 
23-27 period. 

Regulation applies only to can- 
ners and wholesalers but Mr. Hen- 
derson warned that the only justifi- 
cation for retail advances to 
reflect some slight increases in re- 


IS 


placement costs. As in the case of 
other products, the Office of Price 
Administration has placed responsi- 
bility for checking rising prices in 
the hands of retailers and threat- 
ened to impose retail ceilings if the 
responsibility proves too much. 
Canned fruits included are: ap- 
ples, applesauce, apricots, sweet 
cherries, red and sour-pitted cher- 
ries, fruit cocktail, fruit salad, 
peaches, pears, pineapples and 
plums. Vegetables covered are: as- 
paragus, all dry varieties of beans, 
lima beans, green and wax snap 
beans, beets, carrots, corn, peas, 
pumpkins, sauerkraut, spinach, 
sweet potatoes, tomatoes, tomato 
catsup and tomato juice. 
Temporary regulations are effec- 
tive until April 30, by which time 


a permanent schedule is due for 
issuance. OPA is now conducting a 
study of canning industry costs. 


Elects Culbertson 


Charles Culbertson, Oklahoma 
Natural Gas Company, has been 
elected chairman of the Tulsa chap- 
ter of the Southwestern Association 
of Industrial Editors, and Leatrice 
Hollenbeck, Sunray Oil Company, 
has been elected secretary-treasurer. 


G-E Markets Sentinel 


General Electric Company, Sche- 
| nectady, is marketing a newly-de- 
signed photoelectric blackout senti- 
nel which automatically switches 
out advertising or store window 
lights when street lights are dark- 
ened. 


reguiar magazine list. Earle Ludgin, Inc., | 
| 


is the agency. 


Promote New 
Cream Cologne 
in Newspapers 


Chicago, March 4.—Though con- 
sumers weren't told the story, none 
of a war-necessary product, alcohol, 
will go into the manufacture of the 
new Cream Cologne introduced this 
week by Lucien Lelong, Inc., in 
newspapers of four cities. 

Opening copy of 108-lines on 4 


columns describes the beauty prepa- | 


ration as a “creamy, white liquid, 
completely new, unlike any cologne 
you have ever seen before.” Cream 
Cologne, it adds, contains an emol- 
lient base which is beneficial to the 
skin as well as “soothing, softening, 
flattering.” Three fragrances are 
offered, Tailspin, Opening Night and 
Balalaika, and prices of various- 
sized bottles are mentioned. 

Two follow-up advertisements 
will be used during March in the 
same newspapers which carried the 


initial ad, Chicago Sun, Chicago 
Tribune, Cleveland Plain Dealer, | 
New York Herald Tribune, New 


York Times and Philadelphia In- 
quirer. Half pages in March issues 
of Harper’s Bazaar and Vogue also 
will introduce the cologne. Lucien 
Lelong does not include newspapers 
in its regular national campaign but 
added them for the special introduc- 
tory copy, which will appear sub- 
sequently in other magazines on the 
company’s regular list. 

Earle Ludgin, Inc., 
account. 


handles the 


New BBB Department 


A consumers information depart- 
ment has been established by the 
Better Business Bureau of Des 
Moines. Jane Sproul, home eco- 
nomics graduate of Iowa State Col- 
lege, Ames, Ia., has been placed in 
charge of the new division. 


Buzza Co. Quits 


suzza_ = =Company, Minneapolis 
greeting card and advertising spe- 


Cialty company, has begun volun- 
tary liquidation proceedings. Most 
of the company’s 350 employes 


have been released. 


The Greatest 
SELLING POWER 


in the 


SOUTH’S 
GREATEST CITY 


NEW ORLEANS 


$0,000 WATTS 


CLEAR CHANNEL 
© BS AFFILIATE 


Nal. Rep —THE KATZ AGENCY, INC. 


a 


\ ree ea = 


the fable of the foolish Rabbit 


a rabbit once kept a wolf from his door 
by telling him how to use a pine needle 
as a tooth-pick 
one cold winter when food was hard to get 
the rabbit went to sleep 
for a couple of days 
when he awoke 

the wolf was looking at him thoughtfully 
take it easy boss 
said the rabbit 
don’t forget who supplies your tooth-picks 
speaking of tooth-picks 
said the wolf 

I thought Id tell you first 
I met a porcupine last night 
who can get them for me wholesale is. 


advertising was unnecessary. However, with- ~ 


out the constant reminder of advertising, 


66% drop in sales. 


During the last war a giant building supply 
company absorbed the entire field. With 
competition removed, it was decided that 


their prospects soon turned to other types 
of products as substitutes. Within two ce 
years, at a time when the normal industry _ 
drop was only 9%, the company suffered a | 
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War Work Gives 
Detroit Agencies 
a Temporary Liff 


Detroit, March 5.—Closely- 
guarded government work is help- 
ing these days to offset some of the 
business lost by Detroit advertising 
agencies, studios and printing shops 
when the automobile’ industry 
veered to all-out war production. 
Details as to the extent and nature 
of the work are not available be- 
cause of government-enforced 
secrecy, and some companies will 
neither confirm nor deny that they 


are working on war orders. They 
add, “We have been told not to 
talk.” 


In some offices, the work is su- 
pervised directly by Army and 
Navy officers who see that the ma- 
terial is locked in a safe at the end 
of each day. This material is un- 
derstood to consist of specifications 
and photographs of trucks, tanks, 
jeeps, and other military vehicles, 
well as airplanes, guns and a 
variety of war equipment. The 
work being turned out consists pri- 
marily of instruction books on op- 
eration of the equipment, service 
manuals, and training and morale 
building films. The big demand for 
skilled workers in war industries 
has resulted in the use of training 
films on an increasing scale for in- 
structing workers in the use of new 
tools and machines. 

One studio has been forced to 
move into larger quarters, add con- 
siderable equipment and expand its 


as 


staff by about 20 per cent. It re- 
ported some difficulty in finding 
competent technical writers. An- 


other large photographic studio is 
turning out just about the same 
amount of work on war materials 
as it did on motor vehicles. Its 
employes who have gone into the 
armed services have had to be re- 
placed. One of the smaller adver- 
tising agencies is fully engaged in 
this type of war work. 

Some contracts are direct with 
the Army, the Navy or other gov- 
ernment departments, but the bulk 
of the work is on sub-contracts with 
automotive concerns now engaged 
entirely in war production. While 
there is currently considerable ac- 
tivity in certain quarters, it is not 
believed that the business will con- 
tinue for long. It is rush work, sim- 
ilar to that of the new model season 
of the automobile industry and is 
expected to subside in a few months 
when most of the instruction books 
and service manuals will have been 
prepared. 


Singer Gets RCA Post | 

Summer W. Singer, formerly gen- | 
eral manager of AudiVision, New | 
York, has been named manager of | 
the newly-created sales education 
department set up for the benefit | 
of distributors and dealers by RCA 
Mfg. Company, Camden, N. J. 


COLUMBIA'S 
STATION 
FOR THE 

SOUTHWEST 


KF 


WICHITA 
KANSAS 


Call Any Edward Petry Office 


To Hillyer Faculty 


Robert F. Littlehale, art director 
of F. W. Prelle Company, Hartford 
agency, has joined the faculty of 
the evening division of Hillyer 
Junior College, Hartford, as adver- 
tising art and layout instructor. 


7 
“Sweets” Suspends 

Sweets, a monthly confectionery 
business paper published by Walter 
W. Brown Publishing Company, At- 
lanta, has suspended _ publication 
because of war conditions. 


Carstairs Ups Baldwin 


Fred L. Baldwin has been named 
assistant advertising manager of 
Carstairs Bros. Distilling Company, 
New York. He was formerly a 
member of the New York sales staff. 


Eaton Paper Adds 


Radio to Enlarged 
Drive for Spring 


Pittsfield, Mass., Mar. 4.—With an 
increase of about 20 per cent in its 
advertising budget over last year, 
Eaton Paper Corporation is extend- 
ing its spring campaign to radio this 
month, supplementing an extensive 
list of magazines. 

The company will use dramat- 
ized announcements three times 
weekly over 28 of the country’s 
largest radio stations. Radio ad- 
vertising will continue through 
May. The famous phrases, “Any 
mail for me?” “To get a letter, write 
a letter,’ and “Use Eaton’s Fine 


” 


Letter Papers, 
the drive. 

Magazines to be used in promot- 
ing Eaton’s social writing papers 
include American Magazine, Better 
Homes and Gardens, Harper’s Ba- 
zaar, House & Garden, House Beau- 
tiful, Household Magazine, Ladies’ 
Home Journal, National Geographic, 
Vogue and Woman’s Home Com- 
panion plus the magazine section 
of the Christian Science Monitor. 
Business Week and Newsweek will 
be used for advertising Berkshire 
typewriter papers. 

Eaton’s underlying copy psychol- 
ogy for 1942 is that it is human 
nature, in times of stress or advers- 


will again keynote 


ity, for family and friends to be 
held together more closely with 
letters. The number of sons and 


ee 
husbands who are in the Service 
will, alone, add an enormous vol. 
ume to the number of letters writ 


ten. And Eaton is preparing for 
a proportionate increase in its fine 
letterpaper business. 

The company’s line consist of 
papers with embossed borders, pas. 
tel plaid envelop linings, deco ted 
notes, good deckled papers, an as. 
sortment of plain and bordered pa. 
pers, and a timely series, an. 
Americana.” Eaton will <trecc 
tested staple items to provide 1 \piq 
turnover without mark-downs, {yj} 


profit selling and wide variety 


Lektrolite to R&R 


Lektrolite Corporation, New \ rk. 
has placed its account with R.th_ 
rauff & Ryan, New York. 
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«. § Wartime Rate 
rit. 
«: i Changes Urged 
fine 
by Broadcasters 
Ri Omaha, March 3.—Adoption of a 
tes wartime rate protection movement 
i. for broadcasting was urged here 
ne. yesterday at the meeting of the 
oni Tent!: District of the National As- 
mits aciation of Broadcasters, attended 
pid py representatives of two score 
full stations in Nebraska, lowa and Mis- 
sour 
The meeting urged that directors 
of the NAB approve a policy under 
whic broadcasters would adopt a 
k, “liberal interpretation of contracts 
ne to lessen the penalties for war can- 
cellations,” and also urged the NAB 


to adopt a national rate protection 
policy under which, among other 
things, “broadcasters would reserve 
the right to revise advertising rates 
at any time upon 13 weeks’ notice 
in writing, and contracts would be 
accepted on that basis. The adver- 
tiser would be given the right to 
cancel without a short rate charge 
on the date on which the new rate 
became effective.” 


Gillin Elected 


John J. Gillin, Jr., general man- 
ager of WOW, Omaha, was re- 
elected a director of the NAB, rep- 
resenting the district. Judd Woods, 
KFAB, Lincoln, was elected presi- 
dent of the Nebraska Broadcasters 
Association. 


Standards Section 
Headed by MacLeod 


Willis S. MacLeod, for 16 years 
with the Standard Oil Company of 
New Jersey and its affiliate, Stand- 
ard Oil Development Company, has 
joined the Consumer Division of the 
Office of Price Administration as 
chief of the standards section. He 
replaces Dr. Robert A. Brady, who 
has become economic adviser to Di- 
rector Dan A. West. 

Dr. Brady has been the center of 
a controversy, along with his wife, 
Mildred Edie Brady, who has since 
retired from the Consumer Division. 
Following charges of Communistic 
sympathies made by Rep. Martin 
Dies, the Civil Service Commission 
has recommended Dr. Brady’s dis- 
missal but he remains on the pay- 
roll pending outcome of an appeal. 


e + - ~ 
... Steadfast... to a Vision! sci as 
‘ 
‘ i There it stands—their home—never perfect in the eyes ~ = 
7. of those who cherish it. 4 s - 
And why? Because for them home is always a vision ~ 
of perfection-to-be . .. a continuing passion, an unend- 
ing quest. That is why the work of making home more Da) By 
livable, more precious, goes on constantly. oy : 
It is the ability to give these families what they want 4 : 
...to provide genuine help in guiding and directing 3 : 
their buying emotions... that has given Better Homes # ise 
& Gardens the greatest circulation in the home field. C See 


Centered entirely on the home, concerned wholly with 
home interests and affairs, this magazine wields an influence 
second to none among home-loving suburban families. 
Today, more than 2,400,000 families . . . America’s 
biggest, suburban home market... look to Better Homes 
& Gardens for advice on what to buy... on how to 
adjust their purchases to the changing times... They 
rely on this magazine for help in solving many of their 
home problems. 
That is why Better Homes & Gardens offers you, as 
an advertiser, an established market today... a market 
that you can be sure of tomorrow. 


Better Homes & Gardens 


—Helping more than 2,400,000 Suburban Home Families Plan for 
Today—and Tomorrow. America’s Biggest Suburban Home Market 


$117,000 Budget 
Voted by lowa 
Dairy Group 


National Association 
Cites Heavy Support 
by States 


Ames, Ia., March 5.—Members of 
the Iowa Dairy Industry Commis- 
sion completed plans this week for 
an ambitious advertising program 
for 1942, both within the state and 
in cooperation with the American 
Dairy Association. 

A record-breaking budget calling 
for $112,000 this year was approved 
by the state commission at its third 
annual conference here, at which 
Frank Galen, executive secretary, 
reported collection of $109,000 last 
year in butter fat taxes for dairy 
advertising. The collection, repre- 
senting 99 per cent of the total to 
be received, was made without per- 
sonal contact and_ indicated the 
popularity of the program among 
producers, Mr. Galen said. 

Of the amount to be spent this 
year, $60,000 will go to the Ameri- 
can Dairy Association for its na- 
tional campaign. The National 
Dairy Council will get $18,000 for 
an educational program within the 
state, $7,000 will be allotted to ra- 
dio sports broadcasting, $1,400 to 
cooking schools, $3,500 for special 
June Dairy Month promotion, and 
$600 for a special material request 
fund, 


ADA MAPS HEAVY 
PROMOTION FOR PRODUCTS 

Chicago, March 5.—Optimism was 
expressed here this week over en- 
thusiastic backing of the American 
Dairy Association’s 1942 campaign 
by dairy farmers of the various 
states. 

In Nebraska, Michigan, Indiana 
and Missouri, state-wide organiza- 
tions are active in helping expand 
the drive, officials said. Preliminary 
organization work is being finished 
in Kentucky, Tennessee, Arkansas, 
Oklahoma and Texas. At least half 
a dozen additional states are ex- 
pected to make deductions in June 
for ADA advertising, and anothe1 
six may also join the fold. 

Colorful point-of-sale material 
merchandising cheese has been dis- 
tributed to food stores in support of 
the association’s current “Cheese 
for Lent” campaign. A_ full-color 
ad in the March issue of McCall's 
opened the drive, which is to in- 
clude four insertions during the 
spring months, featuring unusual 
cheese dishes. 

Promotion of butter calls for ad- 
vertisements each month until June 
in Ladies’ Home Journal and Life. 


General Printing Ink 
to Sponsor Ad Clinics 


The spring meeting of printing 
and advertising clinics, sponsored 
by General Printing Ink Corpora- 
tion, New York, will be held April 
14 in the New York Port Author- 
ity bldg. auditorium at 8 p. m. Brit- 
ish, Canadian and American admen 
will discuss wartime advertising 
from their respective viewpoints 

Among the scheduled speakers 
are Michael L. Stiver, formerly di- 
rector of J. Walter Thompson Com- 
pany’s London office and now in 
charge of new business at the New 
York office; Charles R. Vint, presi- 
dent of Colgate - Palmolive - Peet 
Company, Ltd.; and C. B. Larrabee, 
president of Printers’ Ink Publish- 
ing Company, New York. 
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Borden -Wieland 
HOMOGENIZED MILK 


Enriched with VITAMIN D 


rr 


AGAIN BORDEN 
GIVES MORE 
FOR LESS / 


‘ 


wet 


If it's BORDEN'S it's GOT to be Good! 


The familiar Elsie told Chicagoans last 
week about the new Borden-Wieland 
homogenized milk enriched with Vitamin 
D at a “new money-saving price,” two 
quarts for a quarter. Special announce- 
ment copy of 850 and 1,200 lines ran in 
the Chicago Herald-American, News, 
Sun, Times and Tribune. Young & Rubi- 


cam handles the Borden account. 


Ad Volume in 
Business Papers 
Up 7% Last Month 


Chicago, March 4.—Business pa- 
pers scored a seven per cent gain 
in advertising volume for February 
issues, compared with a year ago, 
according to reports of 114 publica- 
tions tabulated this week by Indus- 
trial Marketing. The vain for the 
first two months of 1942 amounted 
to 8.3 per cent 

The upward trend in industrial 
papers is maintained strongly, with 
February reaching 11.4 per 
cent beyond the volume carried in 
like issues of 1941. Business for the 
first two months of the year was up 
12.3 per cent. These figures are 
based on reports of 85 publications 
covering a broad cross-section of 
industry 

Advertising in dealer or trade pa- 
pers took a nose dive in February, 
the volume dropping 13.9 per cent 
below 1941 This brings the 
count to date ten per cent below 
totals for the first two months of 
last year. Eighteen papers are in- 
cluded in the group reporting in 
this classification. 

Eleven papers in the class group 
carried 3.5 per cent less business 
last month than in February, 1941. 
issues. Total volume carried for the 
period to date was 1.9 per cent 
ahead of the period a year ago. 


Civilian Life Hit 
by Chlorine Order 


A new War Production Board 
chlorine order leaves unchanged 
previous restriction applying to pulp 
and paper manufacturers but will 
have other far-reaching effects on 
civilian life. The order forbids the 
use of chlorine in the manufacture 
of cosmetics and toiletries and for 
bleaching foodstuffs, rags and 
waste. 

Laundries will be permitted only 
10 per cent as much chlorine as 
used heretofore. This will not af- 
fect the cleanliness of clothes, but 
will remove some of the dazzle 
from white shirts. With the excep- 
tion of chlorine for water and sew- 
age treatment, producers may make 
deliveries only upon specific author- 
ization of WPB. 


Gets Miami Post 


Robert J. Lancroft, formerly with 
advertising agencies and _ business 
papers, has been named member- 
ship and public relations secretary 
of the Chamber of Commerce, Mi- 
ami, Fla. 
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Handling the Transport Load 


Never before in the history of the, 


country have the railroads been 
asked to carry such a heavy load 
as has been assigned to them in the 
war program. The tremendous in- 
creases in production which are 
under way represent enormous ad- 
ditions in demand for service which 
the railroads must deliver to keep 
the program going ahead on a satis- 
factory and successful basis. Thus 
far the carriers have performed 
their task admirably, and _ have 
shown that improved methods and 
equipment developed in recent years 
will pay big dividends in service to 
the country in these times of war 
emergency. 

The real problem, however, is not 
merely whether the railroads can 
do their share, and handle the in- 
creased service required by war 
activities, but whether they can also 
take on a large part of the trans- 
portation load represented by the 
contributions of the automotive in- 
dustry. When it is remembered 
that automobiles have provided 90 
per cent of the passenger facilities 
of the country, and that motor 
trucks have carried almost a third 
of the freight traffic, it is evident 
that any serious decline in the use 
of automotive facilities will throw 
extra burdens on the railroads 
which it might be impossible for 
them to handle. 

Thus the maintenance of auto- 
motive transportation becomes more 
than a desirable objective—it is an 
essential of successful wartime 
management of our basic facilities. 


The problem of keeping passenger 
cars and motor trucks rolling, inso- 
far as their necessary services are 
concerned, is one which cannot be 
disposed of merely by saying that 
other industries have first call on 
the metals and rubber which they 
normally consume. Manufacturing 
products is not enough—they must 


be transported to the places where, 


they are needed and must be used. 

There is no ready-made, easy 
answer for this problem, but the 
right answer must be found. Con- 
servation of tires now in use and 
proper maintenance of automotive 
vehicles will help, of course, but the 
WPB must find a better method 
than has thus far been devised to 
make available for automotive use 
the tires and other equipment which 
are required to keep our essential 
transportation facilities in the auto- 
motive field going on an adequate 
basis. This we are sure must and 
will be done. 

At the time the 
have the strongest possible reason 


same railroads 
for continuing and expanding their 
educational work to increase the 
effective of freight and 
other rolling stock. Shippers must 
be shown that idle freight 
choke our transportation channels, 
and that time lost in loading and 
unloading is just as serious as time 


use cars 


cars 


lost in operating production ma- 
chinery in war plants. This is a 
story which should be given the 


widest possible circulation and em- 
phasis at this time. 


Liquor Advertising Outdoors 


A news story in this issue of Ap- 
VERTISING AGE reports the action of 
the Outdoor Advertising Associa- 
tion of America in reaffirming the 
traditional policy of the industry 
with reference to liquor advertising. 
It is not acceptable for display on 
poster panels, although it may be 
displayed on painted bulletins and 
through the medium of electrical 
spectaculars. 

The decision of the association, 
representing most of the posting fa- 
cilities of the country, is one which 
we believe will meet with general 
approval. Although ADVERTISING 
AGE, as the representative of all ad- 
vertising interests, might be ex- 
pected to endorse extended use of 
advertising in any medium, we be- 
lieve the public relations objectives 
both of the liquor industry and out- 
door advertising would not be well 
served by making poster panels 
available for this type of advertis- 
ing. 

It is not inconsistent for the out- 
door industry to accept liquor ad- 


vertising on a restricted basis as to 
location and number of displays and 
at the same time decline it as far 
as poster panels 
Poster advertising is a 
dium, sold for complete market cov- 
erage and penetration. Thus it is 
seen in neighborhood locations, 
sometimes adjacent to schools and 
churches. That public resentment 
of liquor advertising in these loca- 
tions would certainly follow is so 
clear that we believe the results to 
the advertisers thus served would 
be highly unfavorable. 

The liquor industry is one which 
is in a good position to advertise 
because of its ability to maintain 
its supply of essential materials and 
because of present stocks of aged 
products. But while it may desire 
to extend its promotion, in view of 
enlarged buying power in the hands 
of consumers, we are certain that 
other available media and methods 
offer the best solution of its prob- 
lem of how best to expend increased 
advertising appropriations. 


are concerned. 
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THE BIG ONES THAT GOT AWAY _ 


Chicago Times Syndicate. 


"—. —- —and last year, | took tremendous losses—lost out in five nation-wide 
puzzle contests, offering total cash prizes of $100,000." 


Ad-libbing 


Cutting Out Waste 

Agencies which have taken the 
lead in aiding paper and ink con- 
servation by advising publishers not 
to send them proofs of ready-to-run 
plates deserve commendation, and 
their lead should be followed by 
others, and should be emulated by 
all in the advertising field who car 
discover any way whatever to elim- 
inate useless steps, waste motions 
and needless use of scarce mate- 
rials. 

The importance of doing every 
thing possible to conserve effort and 
material, even when such curtail- 
ment means actual hardship, needs 
no reiteration. Everybody’s job is 
to win a war, and half-way meas- 
ures won't do it. But the curious 
and satisfying thing about much 
that can be done along the line o! 
conservation is that it turns out not 
to be a hardship at all. 

The matter of supplying proofs 
of complete, ready-to-run plates is 
a case in point. For years every 
advertising agency, as a matter of 
routine, has been requesting six o1 
ten or twenty proofs on all material 
supplied for publication, including 
complete plates. Not only were 
publishers required to waste time 
and paper and ink in pulling these 
proofs, but in most instances they 
were of no use whatever to the 
agency or advertiser. Yet they had 
to be handled, checked, filed, etc., in 
the agency office. 

Now, under the stress of wartime 
necessity, agencies are reviewing 
their requirements, and some of 
them at least are discovering that it 
won't be a hardship at all to get 
along without any proofs of com- 
plete plates. Actually, it is doubtful 


whether they will ever again re- 
quest such proofs, no matter how 
plentiful ink and paper may be- 
come. 


This item of plate proofs is a very 
small and almost unimportant one. 
But it indicates the wisdom and the 
value of re-appraising all of the 
moss-covered methods in advertis- 
ing. Take a good look at your stand- 
ard procedures—those that haven't 
been changed since the mind of man 
runneth not to the contrary—ex- 
amine them carefully to see whether 


these sacred cows are actually sa- 
cred, and if they’re not, toss them 
into the discard willy-nilly. 

The more time and effort and ma- 
terial that can be saved on non-es- 
sential routine, the more of all these 
things will be available for the im- 
portant business of transmitting 
ideas and information. 


Jottings 

A good story can live forever, as 
evidenced by the fact that one of 
the Chicago Tribune's leading col- 
umnists just last week thought the 
Dr. Lyons’ commercial: ‘Millions 
have tried it, and millions have 
turned to powder,” good enough for 
an item. This far-sighted column 
thought so, too—reporting the sad 
event in the July 4, 1938 issue. 
Pardon our pride, but it isn’t often 
we can beat the dailies by three 
and a half years... 

The month of March 
“Pearl Harbor Month” at Wright 
and McKinney, Chicago  photo- 
graphic and art studio. During that 
month every order received and 
paid for, no matter how large or 
how small, will be subject to a 15 
per cent discount payable in defense 
bonds or stamps. The local defense 
savings staff has conferred its bless- 
ing, and other companies are being 
urged to adopt similar plans... 

Up in Mankato, Minn., Fisher 
Clothing Company is being unself- 
ishly selfish with advertising urging 
people to have their cars checked 
and repaired. Tire and auto ration- 
ing has hit about 500 families in 
the community, the clothing com- 
pany says, so “let’s do our share 
and keep this very important and 
essential business going, which will 
benefit all of us.” Lloyd Larson 
Advertising Service turned out the 
copy... 

Get up and give a cheer for the 
Hutchinson, Kan., News-Herald, 
which inaugurated a special feature 
new to us with the publication of a 
“Get Acquainted” section and a 
“Get Acquainted” week. All of the 
advertising in the special 12-page 
section was specifically built around 
the get acquainted theme, and each 
advertisement featured line draw- 
ings of all the advertisers’ person- 
nel... 
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Advertisers 


The following documents may be 
secured without charge from 


‘Om- 
panies sponsoring them, or th; a 
AVERTISING AGE, by any national} 
advertiser or advertising ney 
executive writing on his business 


letterhead. 


No. 1947. How Much Do You Care 


About Your Reputation? 

This United States News booklet 
shows the advantages, to compinies 
engaged in war production, of 
building and publicizing their repy- 
tation. An _ educational program 
now, the text points out, is insur- 
ance against hazards of the stiff 
competition which will come with 
the return to peacetime operations. 


No. 1948. Counting Advertising 
Noses. 

This brochure, issued by Collicr’s. 
contains charts showing advertising 
page readership as reported by the 
Starch, Clark and Lucas services for 
Collier’s, Life and The Saturday 
Evening Post. The Starch and Clark 
reports break down the materia! by 
advertising classifications, and the 
Lucas figures cover all advertising 
combined and the per cent of read- 


ers seeing the average advertise- 

ment. 

No. 1949. Perfect Shipping and 
Careful Handling Month. 
Traffic World has _ issued this 


folder, which explains the steps in 
the annual perfect shipping month 
program, and shows what products 
and services play an important part 
in the campaign. 


No. 1912. Mr. & Mrs. 
Have More to Spend. 

A graph of payrolls in Houston, 
1929-1941, heads this page of facts 
issued by The Houston Chronicle to 
show the selling opportunities 
offered by this trading area. An- 
other graph and the explanatory 
text show how the Chronicle’s cir- 
culation has kept pace with the 
city’s growth in consumer income. 


No. 1906. Industrial 
News Data Sheets. 


Two new data sheets have been 
issued by Industrial Equipment 
News, one of which shows coverage 
and readership of the publication 
throughout a typical large indus- 
trial plant. The other discusses in- 
dustrial copy and offers an idea for 
institutional and prestige advertis- 
ing which retains many of the bene- 
fits of product advertising. 


No. 1892. The Nation’s 
Board of Agriculture. 
The story of radio and the farmer 
is told in this brochure, issued by 
National Broadcasting Company, 
which reminds the reader that the 
National Farm and Home Hour 
celebrated its four thousandth con- 
tinuous broadcast a short time ago. 
The story relates the history of the 
program and shows how “radio 
spans the distance between city and 
farm and unifies a nation of listen- 


” 


ers. 


No. 1916. Hit Home with the Home 
Dailies of Oklahoma. 

This survey, issued by Southwest 
Dailies, contains a wealth of infor- 
mation on the market covered by 
the 23 daily newspapers of the 
Southwest Dailies group. A con- 
venient summary tabulates figures 
on population, number of stores, 
amount of sales, value of farm 
crops, and other points, while the 
following pages contain a detailed 
analysis of the data, including cit- 
culation of SWD papers. 


Houston 


Equipment 


Bulletin 


No. 1930. Troy — a Major New 


York Market. 


Market statistics for Troy, N. Y+ 
are covered in detail in this ‘oldet 
issued by the Record Newspaper 
There is a map of the city zone 4? 
another of the retail trade zone, and 
data for both areas are arranged ® 
tabulations. 


fot et 


D 
ing 
ans\ 
crea 


qua 
Mfg 
new 
pro: 
stat 
tion 
= 
gres 
time 
son. 
in I 
tem 
equ 
clar 
and 
anc 
in 
kee 


ae: a eiierees” : a : ‘> ay ; y Tring ; : a. fof suena Bae , et. &* ns : MS my ake eR ie eee ? ae an ae ." <a . ae Ok: ee 

‘ 4 ‘s Pa . b ; f t 

Si a ee Po 

| Pe iM 

er 

‘ *, * ) 

jp ‘ e MEV Fi eet w. 

% ee LLG. Le ob} Ke ~ +, 

.. 5 ome aga VE MAR a5. Kani 

Hi, ee Sif) *§ Pore 

ag 23 ‘ a | a NOP [> f er My, 
¥ es ete ~ eth ee : A APS 

aa — . — por eee) ; a eur ee Sy AN eh 
£ EE sso cesece snes. ie SEE ey ie Hak. 
eg a gh} AF) Me, ys Ns IShys ' 
ns : baa 4 A 2.) ee x 4 
ee Ww a f 7. 8 4 my oe S For 
y oe OP . wee Oe a 
Se ee v 7) Nes \ be — “AN, ~. es = 
oe a AG. ws. %s. ek fi Axi ag y Ba = 
we s4 f; A } FA] MESES *,’ rs mit’: 7 = 
eae” ) ala pt t _ Vorae . J ce, > & = 
ea jf a? I) fi Pee C |, ae}: : 
ae 2 Se a je aaa ? + : 

Paes - .  & - Boys oa se . Zz - 

ie es Fa’ (és a Vag, A ie PS a) ee . s ¢ 

BL * —_— — — yh he 5 eX tN N + = ees “o. th 2 & 

_ EAS fi w/a » Y _. + ar ees |), 

a TORN JB. ee >: (hein a. - ra 
ee oy Wau </> get em 
7s. BY anh >: —« PB ny 
. oi 7 oft: . a was y Zh “Hy, : ae farn 

e 4 - = WO “Zi > + | ge 

: ae a te a Pos, ae LAO 

oC a YF ee ~ A S EE | ( 
| es ——== eae > Mc ae St 
us - oe eo ws x nt) } 7, 
<i cimmneineeemmmeeneatestaatoen er me Vc aa ae Se | Mogae u Bey 
vr. v oe ie oe) 63) Mk. SEE 40 w- a Ro basa . 

: . 7 2 a i H ne > ¥ “2 ? Ww i. 55, ee 

Be 5 BRP RT oT RAB os BRS :, ae 

ee a es cH ie a way oS oy . 

ae ee RS OP BS B Gone ee 

“ae : . “fi <3" Sacer & ~” A“ > 
ia a 7 Me eal | Uo ae A 

ae S bad a ok ae ti es « aa 4.2 Pe ‘3 

a.) ta wy ay os Gia prs 

_ oo Om EMSS ag” Ps Ro 

; 1° Se ese : : @ NM 
ese ; 4° Ly : 2 fe. & ‘ £° A ‘es 
a gg ‘ 

meee me Ti | ays eeeerath. 

* Bie a eeesesesesesesSSCi* 

pace eo 

he oe 

ty 

Bee ‘ i a 

ee 7 

x - Ma 
‘ 
‘ es 

iil at B pili 

Pic err 
‘ b, S1Z0 

S; E 
: F » Be 
4 = ‘ use 
i J & cor 

hy an 
: Cal 
Se ales 

Be (cia 

= ee 

— 

ys: 

= ‘ 

é. 2 

= 

3 a 

a 4 

be eae e 7 

; =e ‘ 

’ | ; : | | 5 

. pe A ae : 

aes 

a " 5 

. ane 

a ks 

pars 
ae “a pe vA A : ? ae 3 + oe ee ‘ “So : : oe E .- * eng ee a a ae Pe ™S Oe A ‘ ‘ ess a a eee - ark . rate a - AS . tale eed Ps, oe 

By se ta eer i ae Oe Siem ges SNS sapere es YS eee ee Mole Pee ele Ne Ma RP op am fae yO yet Dew 8 RAE Mer eh 
ob Ae oe =. a8 hee ee er ao, rer ig tert & hue e AS? Bh re. Pe. oat al: py a, SAS i pega ty Bape a! he Bie a eS 

F Bot pe eM cb anal, « CFT age neers sh SM «See RR AE ae RR a ke EP 1 Mei Shas CR SES Pile PLP Lt. Sai: fire lg” ey Siig ee ee icy Ie all, 6 ok inorder Syl He A oe See | as 


4 
v4 
¥ 

4 


} equipment,” 
3 


March 9, 1942 


ADVERTISING AGE 


13 


_ = ——— 


~ ECONOMY 


ee 
Over a ton of metal sasnd on every tarm 
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that thine ber Geel ~ PROVED 
With this and similar copy emphasizing 
economy of material and manpower, 
Ferguson-Sherman Mfg. Corp. launches 
a new campaign this month in leading 


farm publications. Fuller & Smith & 
Ross handles the account. 


Ferguson-Sherman 
Starts New Drive — 


in Farm Papers 


Dearborn, Mich., March 4.—Seek- 
ing to give America’s farmers the | 
answer to the problems of in-| 
creased food production and ade- | 
quate labor, Ferguson-Sherman | 
Mfg. Corporation is launching a 
new campaign this month in ap- 
proximately 50 leading national, 
state and sectional farm publica- 
tions throughout the country. 

The answer to the questions of 
greater production and enough war- 
time farm labor, according to Fergu- 
son-Sherman, lies at least partially 
in Ford tractors and Ferguson Sys- 
tem implements. “This modern 
one copy block de- 
clares, “makes it practical, efficient 


and elderly people, to do their part 


| and safe for young boys and girls, 


¢ on 


in keeping farm production up and 
keeping farm costs down.” 


Have Big Backlog 


The headline of one advertise- 
ment in the series breaking in 
March issues of farm publications 
claims, “Over a ton of metal saved 
every farm.” This is accom- 
plished, farmers are told, by mod- 
ern design which eliminates extra 
size and weight of other equipment 
of equal working capacity. 

Another ad is headed, “Hard to 
Believe? Here’s Proof.” With the 
use of actual field photographs, the 
company shows how young boys 
and girls or old men and women 
can operate a Ford tractor with 
Ferguson System. Easy finger-tip 


e000 


DYNAMIC 
SUBJECTS 


og 


STOCK PHOTOS 
KAUFMANN FABRY 


425 S.WABASH AVE. CHICAGO 


control operates the implements in 
the soil and no physical strength is 
required. 

Other advertisements in the series 
will point out how the equipment 
meets the need of long hours, in- 
cluding night operation, and how it 
can fulfill a multiplicity of work- 
ing needs. 

The present demand for Fergu- 


/son farm implements is so great, 


officials say, that the company is 
far behind on its orders. Despite 
this, it recognizes the need for con- 
sistent advertising. Dealers and 
distributors are being urged to keep 
in close contact with farmers to 
see that they get maximum use 
of their equipment. 

Fuller & Smith & Ross, 
land, is the agency. 


Cleve- 


Scherck Named V. P. 


Edwin L. Scherck, head of the 
sales staff of Underwood & Under- | 


wood Illustration Studios, New 
York, has been named a _ vice- 


president and member of the board 
of directors. 


Appoints Alois Fabry 

Alois Fabry, Jr., formerly display 
manager of Wallach’s, New York, | 
has been appointed to the newly- 
created post of display manager of | 
Cluett, Peabody & Co., New York. 


To Lennen & Mitchell 

Frederick Reynolds, formerly a 
copy group head at J. Stirling 
Getchell, New York, has joined the 
copy staff of Lennen & Mitchell, 
New York. 


Western Air Lines 


Vows to Maintain 
Full Ad Schedule 


Los Angeles, March 4.—The war 
will have no adverse effect upon 
the advertising schedule of Western 
Air Lines, officials said as they an- 
nounced the appointment of West- 
Marquis, Inc., to direct the account. 

“No curtailment” will be the 
company’s policy with respect to its 
advertising, according to Thomas 
Wolfe, vice-president of traffic and 
advertising. The bulk of copy is to 
be placed in newspapers, 
mented by radio, outdoor and busi- 
ness papers. 

In speaking of the airline’s pro- 


supple- | 


motional plans, Mr. Wolfe said, 
“now more than ever before, air- 
lines are serving national defense. 
It is of prime importance to keep 
military authorities, government of- 
ficials and businessmen informed of 
the fast service provided by air 
transportation.” 

John Lo Buono will be the ac- 
count executive, working with 
Theodore W. Cate, advertising man- 
ager of the airline. 


FREE with your / 
first Order 

Jar and Brush FREE with your first order 
S S$ Artist Rubber Cement. Nationally 


used, 3 grades: Light, Medium, Heavy. $3 50 
per gal. postpaid. For Friskets use $ S Spe- | 


a cial Frisket Cement, $4 00 per gel. | 


"RUBBER CEMENT CO. | 


3438 Wo. Halsted St., CHICAGO, ILL. | 


Farm people, like everyone else, are getting 
down to essentials. They know the tremen- 
dous part they must play in winning this 
war, and that they must produce their crops 
and livestock more abundantly. 

As a result, farm publications mean more 
to our six million farm families today than 
ever before. For there they obtain the news, 
the information and the guidance that help 
them do their war job better. 

This quality of being essential to farmers, 


not shared by general media, is bringing in- 


increase in 


creasing numbers of advertisers into farm 
publications. They are manufacturers of 
merchandise that all people with ample 
and increasing incomes want and need— 
not just manufacturers of farm equipment. 

It is sound recognition of the impressive 


farm purchasing power, the 


new permanence that attends it, and the 
effective influence of farm publications over 
it. Does your advertising program follow 
this significant trend? Agricultural Publish- 
ers Association, Chicago, Illinois. 


AGRICULTURAL 
- PUBLISHERS 
ASSOCIATION 
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Stephens to Wilke 


Barney Stephens, formerly adver- 


tising manager of Amity Leather 
Products Company, West Bend, 
Wis., has joined Frank R. Wilke 
Printing Company, Milwaukee. 


Arnold Weiss, formerly in Amity’s 
sales department, succeeded Mr. 
Stephens. 


New Ad Space Offered 


The New Orleans Item has insti- 
tuted a new space unit in 
strip advertising in which the space 
between cartoon strips, usually oc- 
cupied by the name of the comic 
and its artist, is used for a five- 
column, five-line advertisement. 


QUALITY + ECONOMY 


THEY CAN AND DO GO TOGETHER 
inee 
\NUREL Raye oF 


* BOOKLETS 
* FOLDERS 
* CATALOGS 
* SALES HELPS 


LAUREL PRE 


COMPLETE 
COPY & ART 
DEPARTMENTS 


DESCRIPTIVE 
MANUAL 
ON REQUEST 


REET, NEW YORK 
R5-3030° 


comic 


Wool-Saving Edict 
Issued for Men’s 
Clothing Industry 


Washington, D. C., March 3.—The 
men’s clothing industry felt the 
shock of war today when the War 
Production Board issued an order 
outlawing two-trouser suits, trouser 
cuffs, fancy backs on coats, patch 
pockets and a variety of dress coats. 
Simplification of men’s and boys’ 
suits and overcoats was ordered to 
conserve wool. The edict covers 
only garments made of new, used 
or processed wool. 

The order will hit all clothing 
manufacturers except merchant 
tailors March 30, with tailors 
granted until May 30 to preserve 
the competitive situation in view of 
the substantial stocks already on 
retail shelves. Savings effected as a 
result of the order are expected to 
enable the production of 26 per 
cent more suits, and 10 per cent 
more overcoats than would other- 
wise be possible under existing re- 
strictions on supplies of materials. 

The order also bans vests with 
double-breasted suits, eliminates 
pleated trousers, shortens coat, top- 
coat and overcoat lengths, forbids 


belted models, narrows trousers, 
and eliminates entirely full dress, 
cutaway, and double-breasted tux- 


edo coats. Single-breasted tuxedo 
suits may still be manufactured, 
but under the same restrictions as 
other suits. 


NAB Outlines Katz’ 
Results from Radio 


The National Association of 
Broadcasters, department of broad- 
cast advertising, has used the radio 
experience of Katz Drug Company, 
Kansas City, as a text for the lat- 
est report in the “Results from 
Radio” series. The drug chain be- 
gan a 10-week, pre-Christmas cam- 
paign last fall using spot announce- 
ments, and is still going. 

The moral of the story, written 
for the NAB brochure by H. M. 
Straight, account executive of 
Ferry-Hanly Company, Kansas 
City, the agency in charge, is that 
“more drug stores in many other 
parts of the country should be mak- 
ing better use of the radio medium 
than they are at present.” 


To Needham & Grohmann 


Needham & Grohmann, New York, 
has been appointed to direct adver- 
tising for the Lock Joint Pipe Com- 
pany, Ampere, N. J., and the Cen- 
triline Corporation, New York. 
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THE TROY RECORD CO 


verifiable 
1 27th 


THE 


J. A. VIGER, 


When picking media in the essential Troy- 
Metropolitan 
check the actual areas of influence 
factor that really counts. 

You'll find that a very large and important 
segment of this $199,031,000 sales field can be 
reached only through the use of The Record 
Newspapers, which enable you to reach more 


and at one low cost, 2c 


More than 140,000 persons, one third of all 
consumers in the above Metropolitan District, 
area of influence 
sole dailies, which provide the second greatest 
buying group in 


population center. 


*As defined by the Bureau of Census. 
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Illustrators and 
Artists Mobilize 


Talents for War 


OFF Names Advisory 
Council to Direct 
Vounteers 


Washington, D. C., March 3.—One 
of the first tasks of the newly- 
formed Advertising Council in util- 
izing the sales promotion world in 
various war tasks will be in assist- 
ing the Office of Facts and Figures 
in mobilizing the nation’s illustra- 
tors and commercial artists to fight 
on the war poster front, it was re- 
vealed this week. 

Serving as a clearing house to 
funnel through the requests for 
service for all government agencies 
on down to the artists themselves 
will be OFF’s Graphics Division, 
headed by Vaughn Flannery, who 
retired as vice-president and art 
director of Young and Rubicam last 
fall to paint and manage his racing 
stable. A three-man National Ad- 
visory Council on Government 
Posters has been organized by OFF 
to utilize existing commercial re- 
sources with the cooperation of the 
Advertising Council. 

Volunteer members of the advis- 
ory group are experts from three 
specialized segments of the poster 
field. Edward Graham, McCann- 
Erickson, is the “idea” man, Ernest 
Button of Young and Rubicam, the 
picture buyer, and Garrit Lydecker 
of Y & R, the research expert to 
test audience reaction. 

The services of members of pro- 
fessional groups will be recruited 
through the Advertising Council, 
which includes the following co- 
operating organization in the art 
field: Society of Photographic II- 
lustrators; Artists Guild; Society of 
Illustrators; Art Directors Club; and 
Society of American Cartoonists. 

Mr. Flannery, in outlining his 
program, said that establishment of 
a cooperative organization to handle 
preparation of war posters “must 
be as thoughtfully planned and 
skillfully executed as a military 
campaign. The preparation and dis- 
tribution of posters is a highly tech- 
nical field, and it is obvious that we 
must call upon the skills of experts 
who have worked in that field.” 

OFF and other federal agencies 
have been deluged with posters 
voluntarily contributed by inspired 
designers ranging from high school 
students on up. Although many 
have been pictorially excellent, they 
have not been usable because they 
did not reflect the current govern- 
mental need for informative display 
material. 

The advisory council, with head- 
quarters at Room 304, 280 Madison 
avenue, New York, will be advised 
of government needs and desires. 
Mr. Flannery pointed out that the 
function of government posters is 
journalistic, for they must interpret 
ideas and events to the public. It 
will be the advisory group’s respon- 
sibility, with the Advertising Coun- 
cil’s aid, to see to it that volunteer 
contributions fit Uncle S 
fications. 


Sam's specli- 


Tighe in Censor’s Office 

Frank Tighe, formerly editor of 
Automotive Trade Journal and more 
recently with the Automobile Re- 
tail Trade Association of Philadel- 
phia, has become a member of the 
Press Division of the Bureau of 
Censorship, Washington, D. C. Mr. 
Tighe will specialize on matters 
coming under the production section 
of the Code of Wartime Practices 
for the American Press. 

The foundation for this particular 
activity was organized by Kingsley 
L. Rice, president of Power Plant 
Engineering, who has returned to 
his regular duties in Chicago. 


Egger Adds to Duties 
George Egger, vice-president of 
Harold H. Clapp, Inc., Rochester, 
has been named sales manager, re- 
placing E. J. Fitzpatrick, now on 
loan to the War Production Board. 
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AIDS DEFENSE DRIVE 


‘TAKE PART 


OF YOUR CHANGE 


DEFENSE 
STAMPS 


TWE WATIONAL CASH REGISTER COIN COOPERATION WITH U S TREASURY 


Three million stickers and signs simila, 
to the one above were printed and 4is- 
tributed by the National Cash Regic:er 
Co. for use on America's cash registers 


this month. Fourteen trade associations 
cooperated in the drive, which 
hearty Treasury commendation. 


won 


Fawcett Issues 
Sales Manual on 
Toiletry Items 


New York, March 5.—In an eflort 
to help sales people sell more toi et- 
ries, Fawcett Women’s Group this 
week issued a compilation of |es- 
sons covering 18 major cosmetic 
and toiletries classifications. The 
40-page booklet is a reprint of the 
original loose leaf course prepared 
by Fawcett’s beauty editor and c s- 
tributed by McKesson & Robbins to 
13,000 of their retail drug accounts. 

Much of the material in the book- 
let is based on letters received by 
the magazine’s editorial department 
from women asking advice on 
beauty problems, and _ indicating 
preferences in the selection and use 
of beauty preparations. In its new 
format it is available to all types 
of retail stores handling cosmetics 
and toilet goods. 


Adds Louis Perrone 


Louis Perrone has joined the copy 
staff of Eric Crawshaw Service, 
Hartford agency. 


Important 


TO YOU 


as the Seasons 


Your client's advertising in mont!ly 
issues is made doubly effective wen 
you use dominant space in these 


4 FEATURE ISSUES 
April—MARINE TRANSPORT A- 
TION Issue 


Sells Waterborne 


Waterfront Ware 


the 


Freight— 


house—Port and Stevedore Services ar 


equipment and supplies used by all of > 
July MATERIALS HANDLING 
Issue 

Sells all types of mobile and stationary Ms: 
terials Handling Equipment for intert and 
external use to Manufacturers—Carriecrs are 
housemen 

October VOTOR TRANSPOR- 


TATION Issue 


Road Transport Equipment anc 
o the Private Fleet Owners in I 
e Public Carriers and Wareho 


January —-ANNUAL SHIPPER 
DIRECTORY 


Works all year selling a wide rang 

mottiy Materials Handling Tra aw? 
Warehou and Miscellaneous Prod . 
Servi 


‘Schedule DandW for 194- 


PUBLICATIONS, INC. 
100 EAST 42nd ST. 
NEW YORK 
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Throw Spotlight 
on Wartime Copy 
at NIAA Meeting 


Chicago, March 4.—Federal plans 


for postwar trade will be outlined 
before members of the National In- 
dustrial Advertisers Association by 


Wayne C. Taylor, Under Secretary 
of Commerce, at 
the group’s one- 
day Midwest con- 
ference at the 
Hotel Sherman 
here March 13. 

Mr. Taylor, 
who has just re- 
turned from the 
Rio de Janeiro 
conference of 
American repub- 
lics, will bring 
industrial manu- 
facturers word of 
the latest de- 
velopments in Washington affecting 
their production and marketing ac- 
tivities, and will describe work of 
the Bureau of Foreign and Do- 
mestic Commerce in planning for 
postwar trade. 

The conference will be held under 
direction of the Chicago Industrial 
Advertisers Association with the 
cooperation of the St. Louis, Mil- 
waukee, Indianapolis, Rockford and 
Twin Cities NIAA chapters. Fol- 
lowing the theme, “Industrial Ad- 
vertising for Victory—and Tomor- 
row,” the program will deal with 
what is being done and can be done 
by manufacturers of _ industrial 


W. C. Taylor 


products in their advertising and 
sales programs to speed the war 
program and especially the con- 


version of industry to the produc- 
tion of war equipment and supplies. 

W. Donald Murphy, Reincke- 
Ellis-Younggreen & Finn, Chicago, 
and NIAA president, will deliver 
the keynote address. J. M. Mc- 
Kibbin, advertising and sales pro- 
motion manager, Westinghouse 
Electric & Mfg. Company, East 
Pittsburgh, will deliver an_ illus- 
trated case study of how the indus- 
trial division of his company is con- 
ducting its promotional and _ sales 
activities under wartime conditions. 
The subject of advertising copy will 
be dealt with by Schuyler Hopper, 
assistant executive vice-president, 
The Associated Business Papers, 
New York. Walther Buchen, head 
of the Chicago advertising agency 
bearing his name, will lead off the 
afternoon session with an address 
on “The Long Range Viewpoint in 
Current Advertising.’’ Charles Car- 
roll, representative of the air ex- 
press edition of Time, will discuss 
“South America—the Next Indus- 
trial Market.” Vergil Reed, assis- 
tant director, Bureau of the Census, 
and president of the American Mar- 
keting Association, will discuss 
“Research Today for Tomorrow’s 
Marketing.” 

To summarize the day’s program 
and to give visitors an opportunity 
to get answers to their specific 
problems, the closing session will 


E> 


“product 


® 
For five major paint companies 


we have already produced more 
than 2,000,000 Newscolor 
broadsides, for consumer dis- 
tribution this Spring. In less 
than two weeks we can plan 
and complete production of 
your broadside. Strong paint 
Promotion is recommended this 
Spring season. Send for details, 
samples, quotations, 


| SHOPPING NEWS 
wheeler ~] 


iwitien CLEVELAND 


be a forum at which the day’s 
speakers will give a short review of 
their remarks and answer questions. 
In addition, there will be a panel 
of representatives from the paper, 
printing, publishing, and engraving 
fields to answer questions and tell 
how present trends will affect the 
advertisers regarding their products. 
Stuart G. Phillips, treasurer, Dole 
Valve Company, Chicago, will lead 
the forum session. 

W. Lane Witt, assistant advertis- 
ing manager, Crane Company, and 
president of the Chicago chapter 
of NIAA, is general chairman of the 
conference, and Blaine G. Wiley, 
assistant general sales manager, 
All-Steel-Equip Company, Aurora, 
Ill., is program chairman. 


To Stewart-Jordan 


Col. Chamberlin’s Defense Trade 
Schools have appointed Stewart- 
Jordan Company, Philadelphia, to 
direct advertising. The schools are 
supervised by Col. Clarence D. 
Chamberlin, noted trans-Atlantic 
flier of the 1920's. 


Motorists Advised 
to Save Anti-Freeze 
Dan A. West, director of the Con- 


sumer Division, Office of Price 
Administration, has advised auto- 
mobile owners to save anti-freeze 


mixtures drained from their cars 
this spring. Motorists who have their 
radiators drained at service sta- 
tions are urged to provide their own 
containers. 

Whether any anti-freeze will be 
available for public sale next winter 
is not known yet, but the supply is 
certain to be curtailed. Aside from 
the supplies needed for tanks, 
trucks and airplanes, chemicals used 
to make the compounds are needed 
for explosives. 


To Syndicate Melisse 

Melisse, creator of the cartoon ad- 
vertising series, “Around the Town 
with Melisse,” now being used by 
Ohrbach's, New York women’s store, 
will shortly syndicate the feature 
throughout the country. All ar- 
rangements are being handled 
through Melisse headquarters at 59 
W. 44th street, New York. 


Cite Use of Books 
as Timely Medium 
for Advertisers 


New York, March 5.—The experi- 
ences of 85 advertisers in printing 
and distributing books about their 
products or services are described 
in “Bookvertising,” a new volume 
published this week by Saybrook 
House. The case histories were 
written largely by the advertising 
managers of the 85 companies and 
groups, which range from manufac- 
turers and jobbers to trade associa- 
tions and colleges. 

The volume was compiled by 
Herbert J. Stoeckel, director of re- 
search with Bookbinding and Book 
Production, and was edited by R. 
Sherwood King, formerly account 
executive with Fuller & Smith & 
Ross, and at present engaged in de- 
fense savings bond advertising in 
Washington, D. C. 

The term “bookvertising” char- 
acterizes books issued by industry 


and not ordinarily offered for public 
sale. It is offered as a timely ad- 
vertising medium for companies un- 
able to fill orders because of short- 
ages, since it enables a manufac- 
turer to keep his name and sales 
message before the public. Promo- 
tion of this type may take the form 
of advertising portfolios, anniver- 
sary books, annual reports, catalogs, 


sales manuals and_ presentations, 
testimonials, and technical data 
books. 


Promotes Beresford 

Carl Beresford, formerly in the 
sales department of Webster Com- 
pany, North Attleboro, Mass., has 
been named sales manager. 


TO ADVERTISERS 


SPENDING $5000 TO $25,000 


You need better advertising than big adver 
tisers because you can't dominate by sheer 
magnitude. Our 25 years’ experience en 
ables average small advertiser to get 10% 
to 20% more out of his appropriation 
Write Cahall Advertising Agency, Fox 


Building, Phila., Pa. 
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MORE PROO 


F THAT YOU SELL MOE 


RATIO OF VOLUMES OF TOTAL ADVERTISING LINAGE CARRIED BY CHICAGQWS 


CHICAGO TRIBUNE EACH YEAR-= 100% 


100% 100% 


1936 1937 


TRIBUNE 


100% 


1933 


, 83.5% 78.0% 72.9% 65.8% 60.6% 61.2% 59.5% 5 
—— NEWS PER CENT OF TRIBUNE 


\ 77.6% 64.6% 1.8% 65.5% 64.5% 59.6% 57.3% 
HERALD-AMERICAN PER CENT OF TRIBUNE 


21.3% 17.3% 20.8% 25.7% 29.0% 36.6% 35.1% 36 
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E NEWSPAPER people WANT 


than 

da newspaper spaper- 
fag seneny oa third Chicos nso aie. 
P olita . in 

Right in ment'375,000 more daily a 
Tribune delive Chicago dally 


culation ag Sundays the wag de- 
wspaper ag etropolitan Chicago ’ 
ne livered in ™ A Sunday 


_— 
~ 
vw 
< 
ey 
~4 
° 
> 
‘~] 


” 


THE WORLD’S 


JANUARY AVERAGE NE 


- * ars . 
a Se, eee See 
iia had Se eee 


Oe aS ite R 


: me . ' vapine ae mr me Re ae, “ cee ‘? Be cee Se 8 
: é . h Z ie : : eee jon a ney is ra 
te. Vs » > ‘ ee, ho hea z ert Mf ee a) hee a : tat é ‘ 
. iy : ; 5 | 
Bs 
Teas = 
. 
- i ae . 
i es 4 ish ae ae ee . : one year 2 a 
a si Pe “ & ai e oe eens ae 4 me: _ eel . ok : ad r & rr. ss a ee :. ns . he oo 
ae, 2 - im Ca * f tea 1 ‘ Bi a ee a ; Re ies “| 3 q ‘i oa \ 
. 3 = Ba ee rit cacal re ii aia oak yn es a ss io oe ec : ? : a. —— - ; ate aes . ‘ ‘ By 
: & ie ey ae bi ——_ es aie Bee eae a ae oie A Tia oe a ee ay ie : oom 
ig de sd” -_ : id hee ee ae, gs Te pa a ll - ios Ss poe ss ie 
: ape ue! a ad ‘ ait 7 2 2 ae 7 aces: <r” ea ee ae: + ee 
ont x | year Ge ae. * 
1932 a 100% 100% 
1934 
eats 1935 100% 
I 
RE Fe = 
ee 1 
ee 3. reat * 
oa eo rian . 84 7 
>) ; . P 
a ae : o 7 : 
a, Sea ; 
vr 
, 2a 
= ie Ses mee od =. si 
F — ve % M a : 
ae Ha vee a . oi on cas: 
aes a - 
ae 7 
oie ce 
ies ' 
f ; a _ ay s ( 
, 7 ; r 
> 
oi 
a Fas 
~ 7 = 
2 agate 
Bs a Tribune total circulation ¢¥ 
3 es averaged in excess of 1,000 a 
3 Ey» “e" 
i na on weekday’, and over | $ % 
; paid on Sundays- - ° la | 
™ This wos 530,000 more daily *. iis po 
+ Dn than the second Chicage daily : 
—_ = 
r: os : n an we ¥ / 
= a delivered — pe " niaet mere ten HH ” os 
f ie Chicago daily newspapers co nail “ - newspaper and 450,000 more than 
e,.. ibune eliv r . 7 
a. _ On Sundays the Tr nd Chicago third Chicage Sunday newspor 
7 -— 290,000 more than the seco ? Pe . 2 
sli 25, have more why take less , 
: When you can have , 
a ba 
‘a én 
erent 5 Rae. Le teat eee eas 
bi : ee igh ts Re ie lade URE Rea gD 
= a Fags i, Vey = eae a4 ae NE 3 ett 
eo ee “one + ie. Sis eh OSS es ea a = Ys 7% , a Ta Wa tae eee 4 r $ 
ath. en oe ee Fic Ligne.” we sol ed % ae oe ee .. c J > ; ' : 4 
< in oe ale Pg % p.7e i ee ) ae > Epes ag 4 Pe Pe Be oe } Oy a ee 
age rn Pe a ta «tase 2K s EEE we aT ome hgh: . == é 4 a ee 
cw i *. we 


+h ADVERTISING AGE 


IN CHICAGO WITH THE TRIBUNE 


| 
SPAPERS, 1932-1941 


it 


This chart makes plain how advertisers as a 
group have appraised the relative pulling power 
of all Chicago newspapers published thruout 4 

the past ten years. They make the Tribune I | 


their number one Chica gO medium because it 
100% 


1940 


is the number one newspaper with readers. 


O MATTER what kind of product you sell or the income 
N group to which it appeals, the experience of advertisers 
proves that you use your advertising funds to best advantage 
when you base your Chicago promotion on the Tribune. 


The Tribune is Chicago’s all-income medium, delivering 
hundreds of thousands more circulation and reaching far more 
families in every neighborhood and suburb of Chicago than 
other Chicago newspapers. 


57.9% 54.9% 
1940 , 


During 1941 the average net paid daily circulation of the 
Tribune was over 1,000,000. This was more than twice the 
annual average of any other Chicago daily newspaper. It was 
more than the combined circulations of any two other Chicago 
daily newspapers. 

Sunday Tribune total net paid circulation last year averaged 
in excess of 1,100,000—an all-time high. The annual average 


was from 300,000 to 760,000—34% to 178%—larger than the 
annual averages of other Chicago Sunday newspapers. 


This record speaks for itself. In a year when people made ome 
increasing demands on newspapers, more people turned to the Be 
Tribune because it is the newspaper which delivers the best 
service to them. 


During the period covered by the chart, Tribune total daily 
circulation registered a gain of more than 265,000 net paid. 
Sunday Tribune total circulation in the same period increased 
by over 280,000. Right in metropolitan Chicago, Tribune circu- needa 
lation in the 1932-1941 period gained 235,000 on weekdays and 
over 195,000 on Sundays. 


What the advertiser gets out of a newspaper depends on 

g what the editor puts into it. Because it gives readers more for 

their money, the Tribune is able to give advertisers more for 

‘iTNEWSPAPER rae Tribune rates per 100,000 circulation are among Amer- 
ica’s lowest. 


3 38.6% 37.7% 


1940 1941 


‘ID TOTAL CIRCULATION: DAILY OVER 1,000,000—SUNDAY, OVER 1,200,000 


, i ical > = — oe o%, Ae” eae ees ap ee ee ot hs Shae me © a fey os s Sp aed r <3 =F ee Nea Lt aoe is ht ‘ ri hin 3 : fs 
iB es 
4 on 
= ol 
ay: 
e: 
= Oe ; 
a 
oe 
a 
ee. 
. eo 
= 7 7 ‘i x 
ie 
re ene 
ae 
Reet Se nee 
‘ & ate tae ge: rane Ye ue eee 
Ve ime oe ‘i ved 
ec re ee es see ee : | 
4 Be a : *~ Ae... ste ee 2 
a a. NS) ere ees 
: ee. 7 pee. «aus 
tea a - , + | . : 
x a 
; 7 
: aes 
a ane 
| ome =o Hf 
ee 
a et 
2 ew 
eu ie 
Br fos 
: ae 
eg epee 
7 ae 
: a 
we ey 
Cie =: 
_ 
| isa Gisake 
r az - . 
a cS is “s 
- = i , . ‘ | 
| 3! 
‘ > i 
i —— 7 
: - 7 - 
+, te 
pa ius 
ice | 
. 7 - aa 
19 1941 a 
bay ; 
: ‘ oh a : 
) ae * mg 
| " eek 
a 
> 
7 
_ ecm 
pet i oe 
% - ies 
ae. 
Pe ? 
7, / : : s 
“a of al 
> %..! 
¥ : ; 
aa) 
ae 
© a * . , ‘ , f . ee . 
EA a “ Aint eres ae per) ae oo Aa) eee et Ba ee ee ah: & eget Sopr: ; a dt oR ae : j ‘ : ‘eo: 4 , 
: of Oe be see z Bi, Bates ae ae is i ees * Poi, p Toa os tere rs % pie ae * iB Pes” | 
® “Ye ‘< ai ike. al es. ae Te at mM ieee Pb be nee en Sle hit ; Pit Pei 8 or eee ee Rade ars ’ ee og ie “thy £; Pe ae. Bee BS oa eS - 
a : : * ie ME ia A ad, ae Yd - Ss 4 ao ‘ ce Pig hp F = ie Ad Re ul* ee ind oe La aiid “it a ta oe =i i > 2 
* ‘. ere Pero ie > hae Ps rs cm jeter > é ee Fee es ce af yar de St aes ee ae =. ne s ES ' Set Gt ean ies t ° 
ee oe 2 rs ee ae bi he Sees ot Sf Ag Ss eae oe me pee x ba ax be Fs A eat ee oS oe 
ve oki ay Se Pr Pam Said i ee a — i 4 “¢ ie 5 Si li Pr it : a fs 3 6 On Pa : CS eee gly Ss a ee ee ae re Whe E Se 


a 


‘ye ee 


18 


ADVERTISING AGE 


ay Sot e; = 
pid aF « 
he a 


ttgat 
* 


March 9, 1942 


Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


“Nut News” 


To the Editor: 
Farlane is no 


Awful Fresh Mac- 
stranger to your 


columns; in fact you've already re-| 


viewed some of 


paper copy. 


his wacky 


news- | 


But for house organs, well, you! 


can draw your own opinions. Here 
is a copy of Awful Fresh’s “Nut 
News” for February. 

Maybe it works. People were 


practically standing in line outside 
his big Berkeley store the evening 
before St. Valentine’s Day and you 
had to have a drag to get waited on 
once you were in. 
RoBpert W. WALKER, 
Publishers’ Representative, San 


Francisco. 
7 v 
Who Is Elsie? 
To the Editor: In your issue of 
Feb. 9 appeared a letter upon a 


subject closely related to milk and 
signed Elsie Borden. Naturally this 
intrigues us. Would you have any 
way of knowing, and, if so, would 
you care to divulge who this lady 
might be? We are consumed with 
curiosity—can you help us out? 
STUART PEABODY, 

Director of Advertising, The 

Borden Company, New York. 

[Editor’s Note: ADVERTISING AGE 
must confess that it violated its own 
rule in not tracking down the iden- 
tity of this particular correspondent 
before printing “her” letter; but all 
along it had a suspicion that some- 
one copped a name famous to ad- 
vertising for a convenient nom de 
plume. | 


v v v 
Urges Standard Bearings 
To the Editor: Attached proof 
shows how one advertiser helps 


speed the victory effort without un- 
due flag waving. 

New Departure does its part on 
America’s own battlefront of pro- 
duction by using its current maga- 
zine and business paper advertising 
to promote the wider use of stan- 
dard bearings, rather than “spe- 
cials.” The initial advertisement in 
this new campaign, captioned “Two 
almost identical ball bearings,” says 
that “specifying this one speeds up 
production — specifying this one 
slows down production.” The sec- 
ond ad of the series is headed 
“Speed of production starts at the 


TIME SAVER 


Two identical ball bearings 


New Departure Division of General 
Motors emphasizes the time to be saved 
by use of standard instead of special 
bearings during wartime, avoiding un- 
necessary production delays. Copy ap- 
pears in its current magazine and busi- 
ness paper advertising. J. M. Hickerson 
Inc., is the agency. 


CANDI(EJD ADVICE 


HOW TO MAKE LOVi 


‘mn your spare time 


By Mr Sugar Daddy MacFarlane 


The first step in making love is for the lover 
get the /ovee in a delirious state, wherei: 
the LOVEE loses most of their good common sens 
‘et me recommend one of my Valentine Sweetheart Boxes as i 
irst-class delirium-inducer 
The meve signt of one of these artistic 
reations will start your little fawm's heart 
tg, & she will PULSATE & QUIVER 
she an aspen leaf with the sheer exettement 
y wt all 
hile in this state of REDUCED resistance bisa 
she will.of course, open the beautidu 
box, & upon seeing the Mac Farlan 


yards 


PCTURE OF PANTHER 

SCREAM 4G BLOOOY muaRDE 
chocolates reposing so seductively 
inside. she may SCREAM like a 
PANTHER to indicate her extreme 


~- ag ) delight But the climax comes whe 
y: aid ¥ JA she ACTUALLY pushes one of thes 
C= , ) ) glamorous MacFarlane chocolate 
fe a insider beautiful mouth This SINGLE 
rate was wo vant oO” J INSIDIOUS MORSEL will at une an: 
the same time 
1. Make her 20° Sweeter Inside! 
2 Reduce her to a state of BLISSFUL DELIRIUM! a6 
3. Maker lover daddy ! Al 
Finally all these things will combine to make her like 
PUTTY IN YOUR HANDS. and she will probably 
fall madly in love with you at very little cost 


Customers fall for these hints to the 
lovelorn, judging by the crowds who buy 
at Awful Fresh MacFarlane's ‘Sweet 2th 
Service Stations.’ This page came from 
the February issue of his ‘Nut News.” 


blueprint stage.” Both messages 
tell the story of how designers of 
machines for America’s armament 
can speed up production by specify- 
ing bearings of established Ameri- 
can standard dimensions and toler- 
ances because they can be produced 
much faster than “specials” requir- 
ing extra tooling and different ma- 
chine setups. 

We are the agency in charge and 
C. B. Beckwith is advertising man- 
ager of New Departure Division of 
General Motors, Bristol, Conn. 

J. M. HICKERSON, 

J. M. Hickerson, Inc., New York. 


, ¥ ¥ 


Pruning the List 

To the Editor: The Ad-libbing 
item in your Feb. 2 issue regarding 
postal hocus-pocus and your item 
in the same issue regarding Herman 
Resnick’'s asking the New York Post 
to cut down on its number of proofs 
lead me to believe that you may be 
interested in the enclosed form let- 
ter which we are now sending out. 

The mimeographed letter asking 
recipients to prune their mailing 
lists is self-explanatory as to its ob- 
jective. We are sending one to each 
publication from whom we receive 
unnecessary checking copies con- 
sistently and to direct mail adver- 
tisers whom we feel are consistently 
wasting effort by keeping us on 
their mailing lists. The form is de- 
signed for insertion in a window 
envelope so that the name and ad- 
dress need be typed but once. Some 
effort along the line of eliminating 
unnecessary use of paper should 
leave more available for necessary 
usage. 

K. Gordon SMITH, 
Gordon Smith Advertising Ser- 
vice, Yakima, Wash. 


7, © v 


“Food for Freedom” 
Issue Builds Revenue 


To the Editor: We are sending 
you herewith a copy of the special 
“Food for Freedom” edition we 
published Saturday, Feb. 21. This 
was such a good revenue producer 
that we thought you might want to 
pass along a little information about 
it for the benefit of other publish- 
ers who are looking for additional 
sources of income to offset the loss 
of regular advertising because of 
the war. 

Though we are only a 
and this is only a 
it should be borne in mind that it 
was not published in conjunction 
with our regular issue, but was a 
special edition. It was mailed 
as third-class matter to a 
list of farmers prepared by our 
County AAA office. This list con- 
stituted practically every farmer in 
the county, a total of about 5,100. 
We also mailed it to approximately 


weekly, 
16-page paper, 


special 


out, 


125 rural schools in the county, all 
city school libraries, and_ public 
libraries. 

The Farm Security Administra- 
tion is particularly anxious to have 
editions like this published in many 
parts of the country, and we are 
indebted to their regional office at 
Milwaukee for some valuable 
sistance in preparing material 
us. They have several field rep- 
resentatives available who will 
work with war boards in various 
agricultural counties in preparing 
the news matter. All reading mat- 
ter is this edition was prepared by 
these men, together with represent- 
atives of the state and federal agen- 
cies in our county. It consists en- 
tirely of information which these 
agencies wish to make available to 
farmers in conjunction with the in- 
creased food production program. 

With such thorough coverage of 
the farm homes in the county, it 
was not difficult to induce certain 
lines of business to take space in 
the edition. With the aid of attrac- 
tive illustrations from our advertis- 
ing services, we were able to pro- 
duce quite a number of semi-insti- 
tutional advertisements of a_ patri- 
otic nature to tie in with the theme 
of the edition. 

The increased postage under 
third class, together with other in- 
creased costs, made it necessary to 
charge more than our regular ad- 
vertising rate. This issue carried a 
total of 1,605 inches of advertising, 
in addition to our own, and grossed 
a total of $1,054. A large percent- 
age of this space was sold outside 
our regular territory, and to firms 
which ordinarily do very little ad- 
vertising. 

We have a limited number of 
extra copies which we will be glad 
to send to fellow publishers who 
enclose 10 cents in stamps. The 
idea is not only a good revenue pro- 
ducer, but we feel it is one way we 
could do our bit to help stimulate 
food production for the big job we 
have on our hands. 

GEORGE W. ERICKSON, 
Advertising Manager, Chrono- 
type Publishing Company, Rice 
Lake, Wis. 
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“Keep ‘em Plowing” 

To the Editor: This may be news 
to you that the farm implement in- 
dustry’s version of the “Keep ’em 
Flying” slogan is “Keep ‘em Plow- 
ing.” It was dreamed up by rotund 
DeWitt (Shorty) Greer, an em- 
ploye of the Dallas, Tex., branch 
of the Oliver Farm Equipment 
Company. 

The slogan has spread like wild- 
fire through the Oliver organization 


as- 
for 


and we are using it on the front 
cover of our dealer publication, 
“The Oliver Shield.” It’s remark- 


ably suited to the farm implement 
industry of 1942. If the farmers of 


the country will “Keep ‘em Plow- | 


ing,” the men who are charged with 
other big-time jobs will have the 
stamina and strength so necessary 
to the “Keep ‘em Flying” accom- 
plishment. 
Atice C. HOLTON, 
Assistant Editor of Publica- 
tions, Oliver Farm Equipment 
Company, Chicago. 
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On Advertising’s Job 

To the Editor: After writing the 
enclosed letter, I have hesitated to 
use it. However, if it is published, 
perhaps some of the sting would be 
out of it and it might do some good. 
It reads: 

“Dear Mr. Blank: The primary 
function of all advertising is to in- 
form, to make known. 

“If there ever were a time when 
manufacturers needed to keep their 
trade informed, it surely is now 
And that’s advertising’s job today 
However,— 

“If you don’t want new customers 
now (though you will some time), 
don’t advertise —let your competi- 
tors do that job of steadily cultivat- 


ing the market. They want to be 
ready to GO on next Armistice 
day. 

“If you are behind on deliveries, 
don’t explain to your customers— 
let them worry and fret, with the ill 
will this causes. Your capacity may 
be oversold, your product never. 

“If you have new prices, or in- 
creases are imminent, don’t adver- 
tise—let the customer storm and 
cuss when he finds he’s in a jam. 
You should worry! 

“If replacement merchandise will 
be different, or if substitutes will be 
used, don’t say anything about it— 
your customers may put up with it 
now, but what a memory they have. 

“If you have other’ problems, 
don’t take the trade into your con- 
fidence—none of them are human; 
they wouldn’t understand. 

“If you do consumer advertising, 
or have dealer helps, etc., don’t tell 
your customers about it. They don’t 
believe in it anyway. (Not much.) 

“If your salesmen are not making 
their regular contacts, don’t put ad- 
vertising on the job — contacts are 
worthless and a sellers’ market lasts 
forever. 

“If you can fill orders now, don’t 
say a word about it to the trade— 
they may hunt you up, if your com- 
petitor doesn’t capitalize on your 
silence. 

“If your competitors are advertis- 
ing now, don’t bother to combat 
their claims—it will make their ad- 
vertising less affective. 

“If competitors’ salesmen should 
cast reflections on you or your line, 
don’t do anything, so it will sink in 
well and be believed. 

“If you have stopped advertising 
because your business is healthy, 
let’s be consistent, and cancel your 
life insurance, if you too are healthy 
now. 

“Seriously, Mr. Blank, don’t let 
a ‘Pearl Harbor’ happen to your 
business, when it’s over, over there. 
This is the time to prepare.” 

BEVERLY L. THOMPSON, 

Haire Publishing Company, 

New York. 
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Perfect Hostesses 
To the Editor: 
ing to read 


It was interest- 
in the Feb. 23 issue of 


—< 


ADVERTISING AGE that the Woman’s 
Home Companion has lifted the 
bars on beer advertising. 

It was also interesting to us to 
note how the Pabst Sales Com. 
pany is going to present its c« 
with the same woman appeal we 
have been using in local newspa- 
pers and radio for our client, the 
Delmarva Brewing Compan, 


Wilmington, Del. 
Our plan is to appeal to t 
women who are entertaining, 


perfect hostesses. Later we are g)- 
ing to tie in menus and tempting 
snacks to serve with the all-Ame-r- 
ican beverage, beer. 
JOHN E. KATEs, 
President, Kates-Haas Adver- 
tising, Wilmington, Del. 
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Heading Off Inflation 


To the Editor: The enclos 
jewelry clipping, according to tie 
writer’s views, strikes a new low 
“bad taste” advertising. {t is de!i- 
nitely of the scare type which | 
come into disrepute during these 
times. 

Instead of urging the sale of di.- 
monds as a hedge against inflation, 
I suggest that if this advertiser is 
really so concerned about protecting 
the size of his fellowman’s pocket- 
book (true altruism!) he try and 
push the sale of defense bonis 
which will help win the war. After 
that trivial matter is done with lhe 
can turn his attention to the al|- 
absorbing problem of inflation. 

With great temerity I suggest the 
following heading, which I think is 
just a little better taste than the 
one under discussion; not “Dia- 
monds, a Hedge Against Inflatio 
but “Defense Bonds, a Hedge 
Against Totalitarianism.” 

WILLIAM D. SHAw, 

President, Brownlee & Shaw, 

Inc., Chicago. 


MADE by the WORLD'S 
LARGEST Manufacturer of 
All Types of Signs 
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$100,000,000 Fellow? 
Him—Use WHBF's "Inside Pull"! 


. . « Heard About This 
To Sell 


THE PERFECTLY _ 
BALANCED MARKET 


AFFILIATE OF ROCK ISLAND, ILLINOIS ARGES 


district 
tanks 
the new job of these thousands of Tri 


Who is this fellow? He's a= Tri-City 
craftsman —the biggest current news in 
the entire Mid-West! Like many thou 
sands of his Tri-City neighbors he 
“pitching in” on the largest ordnance 
contract yet released from the Chicace 


headquarters! Building Army 
24 hours a day. 7 days a week i> 


World Ferm Implement anu 

Canital home of the Na Citians. 

, Greatest Arsena See why sales of many things re 

a enue a SELL CM STEPPING UP—in the Tri-Cities?! 
YLLARS a get YOUR share. put your message 0” 

TOGETHER WITH “y WHBF NOW. It’s the powerful hone 

, ts Matles's eteken town voice that has “Inside Pull” with 

ta } - these well-paid people. Why not cheek 

t Y w Food on availabilities TODAY? Write WHBFE. 
: . - - Howard H. Wilson Co.. National Representatiy 

served WHBF 


Chicago—New York—Hollywood 
San Francisco—Kansas City 


Basic Mutual Network Outlet 


FULL TIME 1270 K C 


THE 5000 WATT 
Voice op toe Tri-Cities 


ROCK ISLAND - DAVENPORT - MOLINE 
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Trade gossip and idle rumor, circu- 
lated by the grapevine telegraph, might 
do a lot of damage in a dynamic busi- 
ness like advertising if it weren’t pos- 
sible to substitute each week the solid 
basis of fact on which executives can 
base sound decisions in policy and 
planning. It’s the job of a business 
newspaper like ADVERTISING AGE 
to weed out the chaff of rumor and 
supply factual reports in which readers 
may place full confidence. 

Rumors and gossip move fast—but 
facts catch up with them every Mon- 
day morning with the appearance of 
the National Newspaper of Advertis- 
ing. And with more off-the-record 
sources of information than most busi- 
ness publications, ADVERTISING 
AGE is ina particularly good position 
to track down every report and _ nail 
the outright lie or the misleading 
rumor. 

Take a question like the policy of 
the Bureau of Internal Revenue of the 
Treasury Department on the subject of 
advertising. It’s attitude toward the 


deduction of advertising expenses for 


Pedy 
has 


Rumors Make Poor Material 
Yor Building a Business 


income tax purposes had been mis- 
stated so frequently that an official 
statement was badly needed. ADVER- 
TISING AGE put the questions, got 
the answers, published them fully and 
completely March 2, and set at rest all 
the wild reports of new and sensa- 
tional policies on the part of the gov- 
ernment in dealing with advertising 
expenditures. 

This was an obvious, common sense 
way of handling a situation which had 
been built up by conversation and ru- 
mor. It was more spectacular than 
most, because of the importance of the 
questions involved. But fifty times a 
week ADVERTISING AGE hears re- 
ports, traces them down and deter- 


mines their truth or falsity. That's why 
readers turn to ADVERTISING AGE 
each week with the assurance that 
here they can check fact against ru- 
mor, surmise against the record. 
Business paper perspective with 
newspaper speed means _ hard-boiied 
factual reporting — against a_back- 
ground of information which nails the 


unverified rumor at its source. 
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ADVERTISING AGE 


March 9, 1942 


Building Industry Urged 
to Prepare for War’s End 


An optimistic view of the outlook 
for building in post-war America is 
taken by Samuel O. Dunn, chairman 
of the board, American Builder, 
writing in the February issue of the 
publication. 

Citing figures for the years from 
1916 on, Mr. Dunn emphasized three 
important facts: 
followed speedily by a great in- 
crease in building; the war itself 
caused a much smaller reduction of 
building than the depression; and 
building since the bottom of the 
depression has been nowhere near 
large enough to house the American 
people. “Add estimates for 
and °41,” he continued, “and they) 
show total home building during} 
the last 14 years to be 30 per cent} 


smaller than in the preceding 14| Stephen F. Whitman & Son, Inc, 


years, for a 16 per cent larger aver- 
age population.” Mr. Dunn urged 
the entire industry to be prepared 
to obtain and handle a much larger 
business after World War II is 
brought to an end. 


“Norte” Names Reps 


Norte, Latin American magazine, 
has appointed Harold Grubbs as 
Pacific Coast advertising represent- 
ative with offices at 1031 South 
Broadway. Los Angeles. = 2 
Jones, 228 N. LaSalle street, Chi- 
cago, and Alonzo Hawley, Bulkley 
bldg., Cleveland, have been named 
representatives for the Midwest. 


the last war was) 
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Whitman's Expands - 
Merchandising of 
Candy Cabinets 


To Continue Test 
Despite Shortage of 
Refrigerators 


(Picture on Page 31) 


Philadelphia, March 5.—Although 
metals priorities may hamper a 
widespread test this summer, 


went forward this week with plans 
to merchandise its’ refrigerated 
candy cabinets to the retail drug 
trade. 

Testing of the novel candy re-| 
frigerators is approaching its sec- | 
ond summer season and, officials | 
told ADVERTISING AGE, a _ sufficient | 
supply of new units is on hand to| 
permit their merchandising despite 
slackened production. The cabinet, | 


which is regulated to maintain a 


degrees, is credited with eliminating 


completely complaints on _ stale 
|candy, thus ending the sizable ex- 
pense of returns. 

The candy cabinet has not yet ap- 
peared in any of Whitman’s national | 
advertising and, it is said, probably 
will not be featured until next fall 
when distribution to dealers’ stores 
is more nearly complete. Other 
manufacturing confectioners have 
experimented with refrigerators in 
stores but to date none of the tests 
has proved satisfactory enough to 
warrant their widespread use. 


Told to Trade 


A spread in the Jan. 15 issue of 
the N. A. R. D. Journal announced 
| the cabinet to the trade. Cartoon 
figures hovering about an illustra- 
| tion of the unit emphasized these 
sales points: “Up with _ sales! 
| Down with stale candy!” “No more 
| losses through returns!” and “Only 
two cents a day to run!” Druggists 
were invited to send a coupon to the 
company asking for full details. 

In reply, Whitman’s sends each 


bb ; 
Fa S any Ing prospect a letter listing the merits 


we've ever done” 


It takes more than a title 
to make a homemakers’ 
hour. Chief ingredient is a 
homemaker who knows her 
stuff, and how to get it 
across — 

like Helen Watts Schrei- 
ber, nationally-known fea- 
ture writer, whose daily pro- 
gram on KSO has produced 
generously for participating 
sponsors both local and 
national, including Blue 
Barrel Soap, Carey Salt, 
Hilex, Scotch Tape. 

Writes one sponsor: “Our 
results from Helen Watts 
Schreiber’s program are 
more than gratifying —a 
large number of good in- 
quiries.” 

Says another: “The re- 
sponse outshines anything 
else we have done, and at 
far less expense. We'd have 
been happy with 20 returns; 
we received 102.” 

Helen Watts Schreiber is 
just one of many Iowa per- 
sonalities who give KSO 
and KRNT the Personality 
that makes friends with our 
listeners—and customers for 
our advertisers. 


KSO 
KRNT 2, 


_ The Cowles Stations in 
DES MOINES 


BASIC BLUE 
AND MUTUAL | 
5000 WATTS — 


pAsiC 


Affiliated with the Des Moines 
Register and Tribune 


Represented by The Katz Agency 


of the plan, a photograph of the 
single and double refrigerated units, 
and order blanks. Single units are 
supplied immediately and the larger 
cabinets will be available between 
April 15 and May 1, according to 
the company, which absorbs part 
of the original cost and the tax levy. 
The cabinets were manufactured to 
Whitman’s specifications by the 
display division of the Advertising 
Novelty Mfg. Company, Philadel- 
phia. 

The first refrigerators last year 
were finished in a blue crackle-lac- 
quer but, following tests of their 
drawing appeal, the new units have 
been changed to a white baked 
enamel finish. The case stands out 
in contrast to other fixtures and of- 
ten dominates the store, outselling 
the blue model by a wide margin. 

Whitman's cites a stack of letters 
written voluntarily by dealers in ail 
parts of the country testifying to 
the fact that the cabinets increase 
sales. Reproductions of the letters 
are used in direct mail follow-ups 
and salesmen’s solicitations. 

Ward Wheelock Company directs 
the Whitman account. 


N. Y. Sales Execs Club 
Buys Defense Bonds 

Sales Executives Club of New 
York has celebrated the 10th anni- 
versary of its founding by buying 
$10,000 worth of defense bonds. 
The bonds will be held in the club 
treasury. 

Joseph F. Battley, chief of man- 
power and liaison in the office of 
the Under Secretary of War, ad- 
dressed the weekly luncheon meet- 
ing March 3 on the subject of war- 
time manpower problems 


Jansky Appointed 

| ¢.M. Jansky, Jr., senior partner 
of Jansky & Bailey, Washington 
D. C., consulting engineering firm. 
has been appointed chief of the ra- 
dio section, communications branch, 
War Production Board. 
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SHE'S BRINGING IT ON HERSELF ... 


Ob no. she's not trudging down the sireet under the weight of o laundry bog— 
vuat yer 


. rr ote ee 
oe ” Dame 
an eo ; Ot gt Oo 
\ Laundry Ory Cleaning Owners Association of District of Columba ] 


This is one of a current series of adver- 
tisements appearing in Washington, D. 
C., newspapers asking cooperation of 
housewives in helping the laundry indus- 
try save truck tires. Seidel Advertising 
Agency planned the campaign. 


temperature of between 67 and 2 Advertising Need 


Illustrated in 
Adclub’s Drive 


Oakland, Cal., March 4.—Taking 
swift and decisive steps to show ad- 
vertisers the value of advertising 
under present market and world 
conditions, the Advertising Club of 
Oakland has launched a direct mail 
campaign calculated to untangle 
worry-snarled advertising policies 
by presenting pertinent facts for the 
advertiser’s attention. 

In January the club organized its 
Advertisers Advisory Council, ap- 
preciating that the outbreak of war 
had confused the thinking of many 
marketers and manufacturers. It 
recently sent the first of a series of 
mailing pieces to more than 3,500 
key executives in the Oakland area. 

The two-color folder, dramatic- 
ally illustrated, asked, “Where will 
your business be after the war?” 
Pointing to the Oakland situation, it 
continued, “$863 every minute—are 
you getting your share? $51,825 
every hour $1,243,800 every 
day ... more than $453,000,000 in 
all, being spent right here in your 
own area for direct war contracts 
alone! Plus millions more in sub- 
contracts and direct buying! These 
dollars are ready, willing and anxi- 
ous to roll into your cash drawer, 
but they'll never reach you unless 
you let them know where to come. 
You have to tell them, and tell their 
owners. And Advertising is the 
only way to do it.” 

“This is no time to hold back on 
advertising,” the copy concludes, 
“this is no time to be timid. Or to 
pull your selling punches. It’s a time 
to bring in business, to win new 
customers (more than 20,000 of 
them moved into this area last 
year), to hold goodwill for those 
after-the-war days when you're go- 
ing to need it. Get your share of 


this $453,000,000. Then you can 
laugh when people ask, ‘Where 
Will Your Business Be After the 


War?’” A defense savings appeal 
was included in the folder, with the 


admonition “Let’s keep ’em buy- 
ing!” 
Additional mailing pieces, each 


built around a different theme, are 
being developed and will be sent to 
the same executives. Copy, artwork, 


| layouts, typesetting, photo-engrav- 


ing and printing are being supplied 
by the Advertising Club and other 
firms interested in the project. Ac- 
tual mailing costs are taken care of 
by voluntary contributions. 

Chairman of the Advertisers Ad- 
visory Council is Howard Stovel, 
advertising director of the Oakland 
Tribune. 


Paswaters Promoted 


John H. Paswaters, former Cali- 
fornia advertising and merchandis- 
ing executive who has been with 
the Consumer Division of the Of- 
fice of Price Administration since 
last December, has been appointed 
chief of the consumers representa- 
tion section. 


———— 


Brakeblok Pup, STOPPER 

‘Stopper, Makes 

Bow in ‘Collier's’ at Be | 
Detvolt, Mark €A new adver! I oko 


tising character, Stopper, the pup, | 
makes his bow to magazine readers | 
this month, marking the re-entry of | 
American Brakeblok Division of the 
American Brake Shoe & Foundry | 
Company into national advertising. | 


“ant YOUR Braxts 
WORKING ALL RIGHT? 


OR worn v0 can 


Stopper has been enlisted in the | 


cause of automobile conservation 
for the duration. He will appear 
in all magazine and business pa- 


per advertising, in direct mail ma- | 


terial, and on three-color outdoor 
signs to be erected on thousands 
of garages and repair shops. First 
advertisement in the campaign, 
released by American Brakeblok’s 
agency, Brooke, Smith, French & 
Dorrance, will appear in the March 
28 issue of Collier’s. Four-color 
bleed pages will be used on a 
monthly basis, supplemented by an 
extensive business paper and direct 
mail campaign to the entire repair 
shop and garage trade. 

Objectives of the campaign are 
strong dealer identification; con- 
sistent consumer contact; and the 
strengthening of American Brake- 
blok’s position in the brake lining 
replacement field. 


Ward Creates Character 


Stopper is a whimsical creation 
from the pen of Keith Ward, na- 
tionally-known animal artist who 
has done outstanding work in 
magazines and outdoor posters for 
many of the country’s leading ad- 
vertisers. Headlines and copy— 
built around Stopper’s adventures 
—call attention to the dangers and 
discomforts of neglected brakes and 
direct motorists to the garages and 
shops displaying Stopper signs. 

The 1942 American Brakeblok 
program was announced at a gen- 
eral sales meeting in Detroit, fol- 
lowed by a meeting of distributors 
in Atlanta. Business paper and di- 
rect mail announcements appeared 
last month. 
tive products are distributed through 
the National Automotive Parts As- 
sociation, a chain of 38 warehouse 
organizations and more than 1,800 
jobbing houses throughout the 
United States. 


Adopts Standard Unit 


The Herald-Dispatch, Advertiser 
and Herald-Advertiser, Huntington, 
W. Va., have adopted the page size 
recommended by the Newspaper 
Advertising Executives Association 
—2400 lines to the page, 300 lines to 
the column. 


A new trade character, the pup Stopper 
bounds into national prominence in this 
four-color page scheduled for the March 
28 issue of Collier's. He will be featured 
by American Brakeblok Division in all 
magazine, business paper and direct mai! 
advertising. Brooke, Smith, French & 
Dorrance is the agency. 


PAA Sets Consumers’ 
Information Week 


Pacific Advertising Association 
| through its president, Don Beldin; 
|of Lord & Thomas, has announced 
| plans for observing Consumers’ In- 
formation Week, March 15-21. 

Part of the program will be de- 
voted to industry and retailers, al- 
|lowing them to tell their defenss« 
stories and how each dovetails into 
the war program. Primary object is 
to show the housewife that the eco- 
nomic structure of the war effort is 
part of the everyday living of her 
family and herself. The consumer 
/will be asked to adopt a 10-point 
| pledge, which includes refraining 
from hoarding and the purchase of 
defense stamps and bonds. 
iecientiemineniaietaniine 


Regains National Account 


| National Refining Company, 
'which had previously retained the 
| agency to direct its advertising for 
| 13 years, has re-appointed Hubbell 
Advertising Agency, Cleveland, to 
direct its account after an absence 
of 18 months. 


The division’s automo- | 


“On any of WFDF's 40.126 Michigan 


farms, the scratching is easy.” 


' “PARTS 


__ MATRRIALS 


overrass Portable structure 
apples of congested wmtersectinnt 


january GIL = (2) 
What Do You Need? 


a ge ante ante baal 


pede tee ond oper 


PRODUCT INFORMATION IS |= 
MORE VITAL NOW THAN EVER |- 


in the larger p 
tries .. 


S79 to $85 a month to place a 
factual advertisement for your 
product before more than 52,- 
000 active plant operating men 


. when and where they 
now look for their current oper- 
ating requirements, Details? 


Write for “T 


INDUSTRIAL EQUIPMENT NEWS |= | 


_=| Thomas Publishing Co., 461 6th Ave.,New York, N.Y. | a= 
c= a NBP ot : + CCA = 
sss = ({{}) - = 

smstass || SO =a 


? 


iyertt 


ayo 
HGH THE 


lants in all indus- 


obey 


1°; 
lite 


Ta 


he IEN PLAN.” 


7 


MNno eK Se 


NO . “ ae o ‘i aes Yi s a si Ma Ae x My sh oa E ae Me 7 4% Pa . vi x : ¥ Es an eee { PTCA ae Me Pe * 7 or ey, ay mays * ee ae ee ek Cr oes ee = ae : J : * a ie 
oa Recs je “ - os - d < - z i et: 
; = ee fF " 
= = 
Bes 
= ae 
a . 
aS ! ‘ 
- ‘ ’ : 
—, > 
y £ Liwitte ; 
es “a - B 
ee ‘ ti 
Dut every tine she eouses the laundry rove man an, uanecemsarY ip, she, waar me, es f 
on $6 ESS Soy OF ices w cr daiveriee Gown 1 ¢ manumum move craves <> BEE arg Cc) 
thon anyttung ye dreamed of a ~~ eee et oe ee ee 
wise ae tat pata eng met Yu aye YOU ema ." LSSt- SS J 
Mea cooperate by following three sumple rules : en eae eemet Se ee te ome a! 
Se 1, See oe te cert pert one ” COTTE OFCNE CH WHERE TOU HEE THE HOw Yv >! 
% an - Seer ese 
— you taeccscs || WE a 4 cl 
j b. nelp PY oo auto 0 evend wtp * now M 
: ss poet ST Spee eee SS Jeng 4, 3 " > = ... s} 
- a | . an ta root sm fring Hone te ~— ~ b/ 
= a airs Sists Ss = Z ) SS SSS StS N 
q = PO Pieter as 
Se aie el 
ee: 
a lie 
ce th 
+h) aa 
eee te 
a 
rt be 
ee ti 
; ne 
See PI 
ee tl\ 
Gi 
co 
a a) W! 
es bs 
4 a m 
mes aa at 
eo er es* Bi 
ersonalities that sell eS Pi 
, fu 
; ‘ ‘ Fe 
7 Ee Ba Pi 
Be a R ae - ie th: 
: ‘ -iliieg t ¢ a Ca 
= — ‘ . mi 
Were « ~ Me ‘ ; 
a % i a y! wd at 
guia 4-8 Pe li 
: 2 a On eo 7 la 
4 " Z fa ar wm Y th 
a - a ' th 
_ — 
“a ly Woes a for 
@ 
oa 7 os oe 4 ee | 
aes » . 
A q Pe i ; sa ga ih ‘ 
a a ‘ a a t er 
: as lis 
7 re ciieeieasecebennincesaeiaesdemenienpeamammmmmnnanammaniaants Sei 
4 ae 
oe 7 
wi ot 
. oa : Or 
me? a 
a lea 
ue Ene n _ 
a 4 : Fo 
3 - ha 
Pe \) 
i is 2 ' 
ae ieee ~ the 
td ee ri} 7 
eC Tc 
- ee | 
bir 
‘ eS *1 
' 
’ 243 oh s ae ~ ‘ ‘ i “ae vs 
| “INDUSTRIAL EQUIPMENT NEWS © . 
. ear) ae co. - 
es ; mem | oc) aurea Ny 
‘ - ne mated RRR Tee “ eo 
f y act (PU me # 
i a ee a) . 
. Boa Woh 10 ow me ' 
| PC rover 5 hp on es et 
; ee) ’ a Am ote 8 1 \ 
. Pe — - — - . . ‘ * : - 
we’ pai. — 
ee = 
: ail a é —_—_—— i = 
5 cee — — 
pee 
SD a . 
oe = - 
: | 
3 : ies eee ae a =i 
an 7 ' 
» : Pe 
5 Satie a | 
ar ‘ 
: | 
| . ee 
E PLASTIC Pa 
pe dois F Be | 
- Mi 
ie: q on 
3 = a 
— sa wea ‘aa 
# ere See aT ees Se R eae ee eeee Bae tes S Ra bd, ae ties <: netgth: As Beets. oO ag eee A ee Ain ahaa el di ae Tea 
- ee eee reg ee ee Le ee ae be: Tg ae Ree a — Teta. <a Reka pe Riek ss. . Chowk ee a ee ie > ; ee er, sie ane co % eae 
ey ee Bere Bight of Hitas pe ‘lee ee ge, 1 eet Bg ere oe hot 8 pee oe Wae,2 Oe Bled Sy oy st ae mS ee gage 2B EN a) ie - oe ee ee 


1] 


March 9, 1942 


in tee, mice. 


ADVERTISING AGE 


‘a a Pe a ¥: 


| Admen in the 
Armed Forces | 


Galen Snow, president of Snow, | 
Bates & Orme, Inc., Springfield, | 
Mass., agency since its inception in| | 
1938, has been called to active duty | | 
Capt.| | 


by the War Department. 
Snow will be stationed 
Springfield Armory. 

During his absence Joseph D. 
Bates, Jr., vice-president and direc- 
tor, will assume full direction of 
client service and new business. | 
J. Harold Cahalin, with the agency | 
since January, 1941, will be in 
charge of the art, production and | 
space departments. | 

R. C. Rudisill, editor of “Exide 
News,” published by Electric Stor- 
age Battery Company for its deal- | 
ers, has been commissioned a Naval | 
lieutenant, senior grade, and tant | 


at the) 
| 


tioned in Philadelphia as assistant 
to the port commander. He has 
been with Exide since his gradua- | 
tion from Annapolis in 1922. | 

Private William H. Neville, part- 
ner in William Neville Associates, | 
Philadelphia newspaper representa- | 
tive, is stationed at Camp Wheeler, | 
Ga., for an eight-week training | 
course. 

Lieut. James C. Bjorkholm, copy- | 
writer in the advertising depart- | 
ment at the Heil Company, Milwau- 
kee, reported March 3 for service 
at Camp Wolters, Tex. 

Bill Brinker, radio department, 
Batten, Barton, Durstine & Osborn 
Pittsburgh, was the subject of ; 
full-page feature story, “A Sailor’s 
Farewell,” published recently in the 
Pittsburgh-Post Gazette. He is now 
with the U. S. Naval Reserve. From 
the same BBDO office have gone 
Carl Osterle, assistant production 
manager, to join the Army artillery 
at Fort Bragg, and copywriter Wil- 
liam McKee, now a lieutenant in 
the Air Corps. 

Dave Case, artgravure editor of 
the Hartford Courant, left March 1 
for Army service at Camp Edwards, 
Mass 

George Jerry Squier, member of 


the publicity department, Bell Air- | 


ift Corporation, Buffalo, has en- 
listed in the Navy as an apprentice 
seaman. 

David S. Epstein of the copy staff 
of Joseph Jacobs Jewish Market 
Organization, has been granted a 
leave of absence to join the Army 

Philip K. Crowe, a member of 
Fortune’s advertising department, 
has taken a leave of absence to join 
the Air Force combat command as 
an intelligence officer. 


To Lewis & Tokar 
Brewer-Cantelmo, New York 


bindery, has appointed Lewis & 
Tokar, Newark, as its agency. 
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APPLIANCE COPY 


Ames the epphence mo eaeitre towedery 


Commonwealth Edison Co., Chicago, ex- 


plains to its customers in current large- 
space newspaper advertising that it is 
promoting only electrical appliances 
whose operation will not interfere with 
power needed by industry in the Chicago 
area to produce the sinews of war. 
Lord & Thomas is the agency directing 
the account. 


; Commonwealth 


Edison Keeps 
Pre-War Ad Pace 


Promotes Electrical 
Appliances Which 
‘Release Home Labor' 


Chicago, March 5.—War produc- 
tion has restricted sales. but has 
given the Commonwealth Edison 
Company a new copy theme for 
its electrical appliance advertising 
and indications this week were that 


its 1942 promotional budget will 
compare favorably with pre-war 
days. 


The company has started a new 
series of advertisements in all Chi- 
cago newspapers and foreign lan- 
guage papers telling consumers 
about the appliances it still can pro- 
mote without harm to the war effort 
and with actual benefit to home 
users. 

In a box at the top of its latest 
large-space advertisement, Com- 
monwealth Edison advises Chi- 
cagoans that “the appliances we are 


now advertising are limited to those 
we have on hand or those that are 
made available without interference 
with war production.” These ap- 
pliances have been selected, the 
statement adds, “because their nor- 
mal operation in the home comes 
at a time of day when our electrical 
facilities are more than adequate to 
meet present power requirements 
for both war production and civilian 
use. Furthermore, we believe that 


| their use in most cases will con- 


serve energy and tend to release 
home labor for wartime activities.” 

Commonwealth Edison, which 
schedules approximately — 100,000 
lines of advertising annually in 
each Chicago daily, has sold out 
its stock of refrigerators and on 
April 30 will discontinue an allow- 
ance granted new purchasers of 
electric ranges—which it first intro- 
duced to the Chicago market in 
1937. Likewise, radios have been 
dropped from the promotional list, 
as equipment which might conceiv- 
ably interfere later with the use 
of vital power supplies. But pres- 
ent plans call for steady promotion 
of electric water heaters, vacuum 
cleaners, washers, toasters, percola- 
tors, irons and lamps, none of which 


| is expected to interfere with power 


requirements in the Chicago area. 
Lord & Thomas is the agency. 


Advances Schulenburg 


E. A. W. Schulenburg, formerly 
media director of Gardner Adver- 
tising Company, St. Louis, has been 
elected secretary of the company. 
He has been with Gardner for the 
past 37 years, and will continue to 
supervise media. 


Appoints C. V. Charters 

C. V. Charters, vice-president, 
Charters Publishing Company, 
Brampton, Ont., and managing di- 
rector of the Canadian Weekly 
Newspapers Association, has been 
appointed executive assistant to 
John Atkins, administrator of pub- 
lishing, printing and allied indus- 
tries under the Canadian Wartime 
Prices and Trade Board. 


Sloane to “Leader” 
Herman Sloane, formerly assis- 
tant to the president of Metropoli- 


tan Advertising Company, New 
York, has joined Civil Service 


Leader, New York, in an executive 
capacity. 


ILLUSTRATED 


nual reports, sales and 

het statistics, employee 
anuals, economic and po- 
litteal findings dramatically 
Hlustrated by the foremost 
Hfesikners of pecture charts 
Write for folder AA. 


A 
VISUAL FACTS 
2 West 46th Street, N.Y.C. 


N view of the importance of paper 

conservation, most advertisers 
demand that each unit of their printed 
advertising must work harder than 
ever betore. Cosmetic manufacturers’ 
catalogs, circulars, and brochures 
typify this trend. They are more at- 
tractive with eye-catching illustrations 
in life-like color. Copy is printed clear- 


Perhaps jour direct advertising, too, 
can be made more effective with the 
aid of Levelcoat printing papers. Cost? 
Even advertisers with modest budgets 
can profit by using these new-type 
papers because Levelcoat papers provide 
all the beauty of costly printing papers 
at surprisingly low prices. 


Levelcoat papers are for all types of 


cut. And to assure fine printed results, 
the paper itself is super-smooth. 

Like many other advertisers, cos- 
metic manufacturers turn to Level- 
coat* papers to get qualities that give 
direct advertising more selling power. 


KIMBERLY-CLARK CORPORATIO 
YORK: 122 East 42nd ” 


- 
CHICAGO: 


> 


letterpress printing. For free sample 
book, address our nearest sales office. 
Or ask your paper merchant. And it 
special paper or printing problems 
need solution, call in a Kimberly-Clark 
technician for quick, expert advice. 


For volume printing of a price 
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Warren to “Register 
Lewis A. Warren, formerly with 
the Iowa Daily Press Association, 
Des Moines, has purchased an in- 
terest in the Daily Register, Oel- 
wein, Ia., and will serve as director 
of advertising. He replaces E. J. 

Henning, now in the Army. 


American Wine Appoints 

American Wine Company, St. 
Louis, has named M. H. Hackett, 
Inc., New York, to direct advertis- 
ing for Cook’s Imperial champagnes 
and wines, effective March 16. 


Offers New Unit 

This Week Magazine, New York, 
has announced that it will accept a 
new unit of space, a single-column 
unit in two colors. The new unit 
will cost $2,800 for one column, or 
$5,480 for two columns. 


Butterly Joins Lyon 

George Butterly, formerly presi- 
dent of J. W. Pepper, New York, 
has joined S. Duane Lyon, New 
York, as vice-president. 


How to Boost 
Farm Production 
Theme of Series 


Chicago, March 4.—A new appeal 
to the business side of farm life 
marks the 1942 campaign, recently 
launched, for farm water systems 
manufactured by Fairbanks, Morse 
& Co., to be promoted throughout 
the year in three national farm 
magazines as well as regional and 
state farm papers. 

Advertising of farm water 
tems heretofore has leaned heavily 
on the theme of providing city con- 
veniences and comforts for the 
rural home, according to Harry 
Neal Baum, Fairbanks, Morse ad- 
vertising manager. The new ads, 
first of which appeared in the Feb- 
ruary issue of Country Gentleman, 
will tell how constantly available 
water makes livestock more produc- 
tive, thus aiding government efforts 
to greatly increase the 1942 output 
of America’s farms. 

Besides Country 
company 


sys- 


Gentleman, the 


also will advertise 


throughout 1942 in Progressive 
Farmer and Successful Farming. A 


large list of state and regional farm 
papers will support the campaign 
and a complete line of coordinated 
dealer helps has been prepared. 


WFBR to Blair & Co. 


WFBR, Baltimore, has named 
John Blair & Co. as national repre- 
sentative. Emory Lawrence, for- 
merly assistant merchandising and 
sales manager for Westinghouse 
Electric & Mfg. Company in Balti- 
more, has joined WFBR’s national 
advertising staff. 


Opens New Agency 

Edward A. Berman, former ad- 
vertising manager of Brentwood 
Sportswear, Philadelphia, has 
opened Modern Advertising Agency 
at 3106 Empire State bldg., New 
York. 


-WCAR Raises Meyer 


Monte Meyer, formerly a member 
of the station’s sales staff, has been 
named commercial manager of 
WCAR, Pontiac, Mich. 


group and as individuals. 


other publication in Canada. 
higher family readership men. 
other Canadian publication, 


A family buys hundreds of dollars worth of goods 


LARGEST CIRCULATION IN cannon fale HIGH 


both as a 


The STAR WEEKLY reaches more Canadian families than any 
And the STAR WEEKLY 


has a 


women and children, than any 
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U.S. Representatives: Ward-Grifith Company. Ine. 


New York. Chicago. Detroit. Atlanta. 


Boston, San Franeciseo. Los Angeles 


Automobile Owner — 
Magazines Fade 
for the Duration 


Chevrolet Publication 
Is Last to Suspend; 
Others Change 


Detroit, March 4.—The war took 
an added toll in the automobile in- 
dustry this week as new retrench- 
ments hit the familiar owner maga- 
zines, last of the important 1942 car 


promotions to be abandoned by mo- 
tor manufacturers. Well - known 
publication names already have 


passed from the scene, and others 
are either slated to go or to change 
in character and format to serve 
other purposes. 

Suspended for the duration is the 
Chevrolet publication, ‘Friends,” 


which boasted aé_ circulation of 
1,200,000. Its last issue was that of 
March. “The Buick Magazine,” 


with a circulation of 600,000, pub- 
lished its last edition in January. 
DeSoto’s owner magazine, “People 
and Places,” with a circulation of 
450,000, sent out its last number 
Feb. 1. “The Nash Preview,” which 
went out to approximately 300,000 
addresses, discontinued publication 
last fall. 

Still being published, but with an 
uncertain future, is the “Pontiac 
Owners’ Magazine” and “Hudson’s 
Horizons.” The Pontiac magazine 
has been reduced in format and 
content, and circulation has dropped 
from a peak of 450,000 to approxi- 
mately 350,000. Printing commit- 
ments assure three more numbers 
and during that time its future will 
be decided. Packard’s “Inner Circle,” 
primarily an organization publica- 
tion not designed for customer dis- 
tribution, was discontinued in De- 
cember. Plans are being considered 
for its reinstatement as a medium 
for disseminating news of Packard 
activities to former readers. Mean- 
while a weekly, and sometimes 
semi-weekly, bulletin is taking its 
place. 


Ford Paper to Change 


“The Ford News,” one of the 
oldest and best known publications 
in the field, is to be continued, not 
as a house organ or consumer mag- 
azine, but as strictly a Ford news- 
paper devoted to recording and 
publicizing the activities of the 
company and its founder, Henry 
Ford. It will be distributed to em- 
ployes and to Ford branch and 
dealer organizations. Name and 
format will remain the same, but 
the contents will be changed and 
given newspaper style. 

Most of these owner magazines 
were issued monthly. Circulation 
lists were built up from names sent 
in by dealers, representing car own- 
ers and prospects. Expense of pub- 
lication and distribution was either 
borne by the dealer or shared on 
the same the company- 
dealer cooperative advertising. 


basis as 


WPB Jute Order 


Hits Carpet Trade 

A War Production Board order 
sharply restricting the use of raw 
and processed jute from India will 
have severe repercussions on the 
carpet industry, by far the largest 
jute user. The order prohibits the 
use or sale of jute hereafter arriv- 
ing in this country except for de- 
fense orders, and use of supplies on 
hand is curtailed widely. Jute im- 
ported from Scotland is not affected. 

Efforts are being made to convert 
at least part of the floor covering 
industry to war production. The 
industry, which handled a_ $200,- 
000,000 business last year, might be 
adapted to cotton spinning, commis- 
sion spinning of wool yarns, pro- 
duction of blankets, camouflage 
cloth, cotton duck and bagging ma- 
terial. Wool restrictions affect the 
industry in addition to the jute 
shortage. 


Forbes Advances Osborn 

John B. Osborn, manager of the 
the New York sales office of Forbes 
Lithograph Mfg. Company, has been 
elected a vice-president. 


TEASERS WORK 


Arousing interest well before distribu- 
tion, Old Weston Distilling Co. used 
newspaper teasers in the Kansas City 
area to establish its McCormick brand 
bourbon. One of the teasers is shown 
at the top. The follow-up ad includes 
the McCormick label and package. 


Teasers Launch 
Successful Drive 
for ‘New’ Whisky 


Kansas City, Mo., March 4.- 
What is believed to be the first 
teaser campaign used by a producer 
in this area to promote a brand of 
whisky before it is available 
through either retailer or distribu- 
tor, was pronounced “extremely 
successful” this week by Old Weston 
Distilling Company. 

The drive started two months be- 
fore distribution was achieved in 
the Kansas City area, boomed pre- 
holiday 1941 sales and immediately 
established the brand, McCormick 
bourbon, as one of the section’s 
volume leaders, according to Isadore 
Singer, Old Weston’s | president. 
Outdoor advertising and newspapers 
were used in the campaign which 
was designed to furnish the themes 
for later advertising as well as to 
develop curiosity about its pre- 
market build-up. 

The company sought to establish 
the McCormick name even before 
revealing the product. This was ac- 
complished by copy illustrated to 
welcome McCormick back. Not a 
single mention was made of the dis- 
tributor. Instead all copy simply 
advised, “Ask any old timer.” 

Once distribution was established, 
advertising was shifted to include 
the McCormick label and package. 
Expanding the old timer theme, 
copy explained, “Missouri lives up 
to its legend since McCormick is 
back. Old timers knew Missouri 
for its chivalrous men, glamorous 
women and fine, mellow straight 
bourbon whisky. And one of those 
old-time whiskies that helped Mis- 
souri gain that reputation was 
McCormick.” 

The teaser test was made only in 
the city area. Advertising in rural 
sections started along with distribu- 
tion. Outdoor and 24 newspapers 
are being used now with the cam- 
paign to extend through June. 


Landry Treats Radio 
as Democratic Force 


Robert J. Landry, radio editor of t 


Variety, seeks in “Who, What, Why 
is Radio?” to give a brief (128 
pages) survey of the forces which 
contribute to making radio what it 
is today. Livened by apt and clever 
writing, tinged by Variety’s style, 
the book forms the first of a new 
series planned by George W. Stew- 
art, New York. 

The American system of broad- 
casting is viewed by Mr. Landry as 
a symbol of American tastes and 
economic beliefs, and he draws nu- 
merous comparisons between the 
workings of the American system 
and the British Broadcasting Com- 
pany. His opening chapter on FCC 
and Congressional regulation of ra- 
dio is interesting and pungent, and 
his final chapter on “prophets” re- 
iterates his idea of radio as an ex- 
pression of democracy and the mid- 
dle class. Price is $1.50. 


Joins “Monitor” 


H. Phelps Gates, who at one time 
operated his own advertising agency 
in Los Angeles, has joined the Los 
Angeles sales staff of Christian 
Science Monitor. 


Award Jury Named 
for 1942 Business 
Editors’ Contest 


Chicago, March 5.—Five lead: 
in the industrial advertising a: 
publishing fields have been named 
to the jury of awards for the fif: 
annual competition for editor 
achievements by business pape: 
editors, conducted by Industria! 
Marketing. 

The jury will be composed 
John Coakley, manager of publicit 
Thomas A. Edison, Inc., We 
Orange, N. J.; Charles M. Neig 
bors, manager of the advertising 
vision of Babcock & Wilcox Con - 
pany, New York; H. L. Fish 
president, Rickard & Co., New Yor 
Egbert White, vice-president, Ba - 
ten, Barton, Durstine & Osbor), 
New York; and Gerry Powe! 
typographic director, America: 
Type Founders Sales Corporati: 
Elizabeth, N. J. Mr. Coakley is 
president of the Industrial Marke'- 
ers of New Jersey, and Mr. Neig\- 
bors is president of the Industri:! 
Advertising Association of Ne, 
York, both of which are chapters 
of the National Industrial Advert 
ers Association. 

Posts 19 


The competition was inaugurat« 
in 1938, and this year 19 awar 
will be made for the best work en- 
tered in six classifications, one first 
award and two awards of merit in 
each division and one special award 
in the sixth classification. The clas- 
sifications include best series of ar- 
ticles or editorials on one theme ap- 
pearing in a series of issues; best 
single editorial or article contribut- 
ing to advancement of field: best 
single issue of a publication devoted 
to a single subject or central theme: 
best illustrative treatment of edi- 
torial material in general; the best 
published research initiated by the 
publication; and the greatest im- 
provement in typography, format 
and general appearance. Entries in 
the competition should be sent to 
Industrial Marketing, 100 E. Ohio 
street, Chicago. 


S 


Awards 


tf 


To Universal Recording 
Edwin A. Pancoast, Jr., formerly 


with Edwin Strong, Inc., New 
York, has been appointed sales 
manager of Universal Recording 
Company, New York. Donald 


Sherer, formerly chief engineer of 
Edwin Strong, has joined Univer- 
sal in a similar capacity, and Gor- 
don Butler, former general manager 
of Edwin Strong, has joined Uni- 
versal’s sales staff. 


EYE’ CATCHERS 


HAS SHE GOT 
WHAT IT TAKES? 


DY yo ever see LIFE or sat 
Exactly the same higl lass 
tured mm Ss 000 page advert ne 
EYE*CATCHERS They got to t 
cause they've got what it takes \r 
CATCHERS takes w . t 
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Edited by 


How and Why People Buy 
Mechanical Refrigerators 

In the case of major appliances, 
the customer’s signature on the 
order blank is merely evidence that 
a sale has been made. The sale 
it-elf was actually made some time 
previously—usually months before 
the salesman had a chance to talk 
with the buyer. That the con- 
clusion Electrical Merchandising for 
February draws from a study of 
buying habits made by the Frigid- 
aire division of General Motors 
Corporation. Those who reported 


is 


that a salesman called at the home, | 
or that they called the salesman to! 
11.8 per| 


the home aggregated only 
cent. 


The Business Digest 
Significant Developments in Trade and Industry as 
Reported by the Business Press 

RALPH O. McGRAW 


brand wanted to see, 8.2; 
vertising, 5.1. 

Among the conclusions the com- 
pany has drawn from a study of 
10,000 interviews are: The most ef- 
fective refrigerator salesman today 
is a word-of-mouth _ testimonial 
from a satisfied user; more than half 
of real prospects are now definitely 
“pre-sold” on a specific brand of 
refrigerator; as a result of the lat- 
ter, from a half to two-thirds of the 
buyers never investigate any brands 
other than the ones they purchase; 
the majority of buyers initiate the 
sale rather than wait for the dealer 
to come to them; primary reason for 
switches in makes is due to poor or 
expensive servicing. 


%* 


ad- 


saw 


years ago under the title, “Awake, 
America,” by Col. William L. Mit- 
chell, former Assistant chief of the 
Army Ajir Service, includes these 
words, “The relative value of the 
principal active elements of Na- 
tional Defense, on a basis of 100, is 
about 20 for a Navy, 30 for an 
Army, and 50 for Air Power, or the 
combined value of both a Navy and 
an Army. 

“Today a country 
Power courts disaster. 

“Today a country without a single 
department of National Defense to 
coordinate its system of protection 
cannot survive in a modern war. 

“The United States is the only 
civilized country which has not co- 
ordinated its National Defense ele- 
ments under a single direction, and 
which still trusts to an Army and 
Navy alone to protect it.” 


weak in Air 


Due to scarcity of certain metals, 
many manufacturing problems are 
being solved satisfactorily through 


soldering, according to a technical 
article on the subject in “Steel” for 
March 2. Where a few thousand 
ounces of such alloys filled indus- 
trial requirements a decade ago, 
consumption in the past year rose to 
several million ounces. 


War Orders Compiled 


A printed compilation of prior- 
ity orders and forms has been made 
available for distribution by the 
Public Service Section, Inquiry Di- 
vision, War Production Board, 
Room 1501, Social Security bldg., 
Washington, D. C. Called “Prior- 
ities in Force,” it consists of an al- 
phabetical listing of all orders is- 
sued by WPB. The compilation is 
supplemented each week, and a 
separate mailing list has been set 
up for distributing the supplements. 


Keeler to Western 

Edward E. Keeler, formerly Los 
Angeles advertising representative 
for the Christian Science Monitor. 


New Monthly Launched 


Inter-American Monthly, 
ington, D. C., to be launched 
April, will absorb Pan 
News and Inter-American 


terly, Washington. Thomas 


Roche, formerly on the advertis- 
ing staff of the New York Times, 
has been appointed § advertising 


manager, 
551 Fifth avenue. 


Chapple Advanced 


Bennett S. Chapple, Jr., formerly 


in charge of sales promotion 


Carnegie-Illinois Steel Corporation, 
Pittsburgh, has been appointed as- 


sistant to 
charge of 
ordination. 


the vice-president 
emergency defense 


Wash- 


American 


Quar- 


with New York offices at 


CO- 


BUSINESS PAPERS 


Who Advertised and Where 
When They Advertised and How Much 
Allin 


has joined Western Advertising 
Agency, Los Angeles, account 
executive. 


Aero Digest reprinted in its Feb- 
ruary issue an article written 16 


BRAD-VERN’S REPORTS 


135-21 Union Tnpk., Flushing, N.Y. 


the use of silver, especially in the 
form of silver alloys for brazing and 


The buying process, the company 
says, divided itself into two parts: 
that of gathering information, and 
then auditing it. In gathering in- 
formation the buyers consult rela- 
: tives and friends who own different 
. makes; they attempt to get advice 
from disinterested persons such as 
independent service men, landlords, 
apartment owners, home econo- 
1 mists, and others. <A_ tabulation 
s shows the following percentages on 
- points influencing the selection of 
t a particular make: talked with or 
n observed experiences of relatives 
1 (27.3), friends (38.7) or both, 57.5; 
- shopped around, 52.1; read adver- 
- tisements, 48.7; salesman came to 
- home, talked with him, 9.1; knew 
t what they wanted because of past 
- experience, 9; knew someone con- 
t nected with store or manufacturer, 
d 6.6; influenced by service man, 5.5; 
: waited until they could afford, 4.5; 
|- read refrigerator pamphlets, 3.3; 
called salesman to home, 2.7; “win- 
dow shopped,” 2; was in store pur- 
chasing other merchandise, saw re- 
at frigerator, 2; was paying light bill, 
saw refrigerator, one. 

The article also relates the time 
factor in the selection and purchase 
of refrigerators. The largest per- 
centage, 25.5 per cent, considered 
the idea of getting a new unit from 
two to four months before making 
ly the purchase. Other intervals were 
as follows: less than two weeks, 14.8 
per cent; two weeks to a month, 
d 10.6; one to two months, 14.4; one to 
two years, 13.3. 

About 55 per cent of buyers visit 
more than one store in the purchase 
of a refrigerator. Where only one 
i- store was visited, the reasons for 
going to the particular store were: 
contacted by salesman first, 21.6 per 
cent; purchased other things there 
before, 19.2; had account there, 11.6; 
in neighborhood, 10.8; recommended 
by friend of relative, 10. Where a 
number of stores had been visited 
before the purchase, the final selec- 
tion was made because: purchased 
other things there before, 16.4 per 
cent; salesman or dealer a friend, 
12.9; recommended by friend or 
relative, 11.8; contacted by salesman 
first, 9.6; in neighborhood, 8.4: sold 


as 


Tell us about the hack, Rodin| 


Yes, yes. A fascinating story ! 


The makers of HALLMARK greeting cards essayed the 
you! impossible. Or so went the industry tradition. 
+ 


increased 


ing 


as a result of our radio advertis-— 


We are sincerely gratified with the job 


 — Stations WBZ-—WBZA have done for us. 

- They put their mark on page 4, and went on the air 

at Rng AS to tell people about it, that it stood for a smart "As you know, your stations are the only ones 
—a—” = card, and why not ask for their cards by name. used in New England." 


Our complete facilities and 


i re oe And lo, it worked ! Which we offer as another proof that WBZ is ef- 
oo ee — fective throughout New England. And as a reminder 
lysts. Let us help you People asked for HALLMARK cards. In such numbers P New England 

vith yo ext researcl : —for your own spot campaign in Ne igland— 
job. ‘You'll be sure. of that Hall Brothers wrote, after two years of proof: po tegpINS, seers eM 
accuracy, economy and that WBZ-WBZA covers 1,625,000 radio homes... 
prompt service. 
Write today for "Sales throughout all New England have materially eight out of every 10...at single station cost. 
7 your copy of our 
)? FREE booklet en 
titled “Economy in 
Market Research” 
It will give you 
complete details 


about R & § serv 


RECORDING & STATISTICAL CORP. 
102 Maiden Lane, New York. N. Y. 


CHICAGO  ~=—DETROIT 
TORONTO 


WESTINGHOUSE RADIO STATIONS INC + KDKA KYW WBZ WBZA WOWO WGL 
REPRESENTED NATIONALLY BY NBC SPOT SALES 


8 N 
MONTREAL 
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Publishes Country 


Newspaper Directory 

A total of 9,539 newspapers are 
listed in the 1942 edition of the 
“Directory of Country and Subur- 
ban Town Newspapers,” published 
by the American Press Association. 

The average circulation of the 
newspapers listed is 1,575 and the 
average rate is 37.8 cents an inch. 
Fifty-six per cent of the newspa- 
pers listed are represented for na- 
tional advertising by the American 
Press Association. 


Form New Guild 


Printers and stationers of Van- 
couver, B. C., have combined in 
forming a new organization to rep- 
resent them, Printers & Stationers 
Guild of British Columbia. The or- 
ganization succeeds the Employing 
Printers’ Association, and like that 
body will operate as a branch of the 
Canadian Manufacturers Associa- 
tion at Vancouver. 


Rach 


~~, 
as low as 
Use giant prints wherever 


idea or product must be sold 
in a big way .. Consult RCS on 


all your giant print problems. 


RAPID COPY SERVICE CO. 


CHICAGO — 125 N. WACKER.DR. 
NEW YORK — 415 LEXINGTON AVE 
CLEVELAND — NINTH-CHESTER BLDG 


McGee & Molly 
Hit New High in 
Radio Popularity 


New York, March 3.—Fibber Mc- 
Gee & Molly, sponsored by S. C. 
Johnson & Son, have set another 
all-time high for weekday evening 
programs with a rating of 42.8, ac- 
cording to the Cooperative Analysis 
of Broadcasting report for Febru- 
ary. They were closely trailed by 
Charlie McCarthy at 39.4, for 
Standard Brands, and Jack Benny 
at 38.9 for General Foods. All three 
programs are heard over the NBC- 
Red. 

For the first time this winter a 
daytime serial passed the 10 mark 
when “Kate Smith Speaks,” aired 
over CBS by General Foods, at- 
tained a rating of 10.1. Closely fol- 
lowing Kate Smith were ‘“‘Woman in 
White” with a 9.5 rating and “Ma 
Perkins” with a mark of 9.4. Both 
programs are sponsored by Procter 
& Gamble, the former over CBS, the 
latter over NBC-Red. 

President Roosevelt’s address of 
Feb. 23 was heard by 83 per cent 
of set-owners and tied his previous 
all-time high established on the 
evening of Dec. 9, 1941, the CAB 
report added. 


Damage Suit Filed 


A treble damage suit has been 
filed in the Lewisburg, Pa., federal 


|court by William G. Brosious, soft 
| drink 


bottler of Sunbury, Pa., 
the Pepsi-Cola Company 
and the Cloverdale Company for 
$96,000. The claim contends that 
Cloverdale, through which Pepsi- 
Cola is distributed, refused to sell 
the product to the plaintiff because 
the bottler refused to discontinue 
bottling another brand of soft drink. 


against 


“ON THE FENCE WONDERIN’ WHICH 
STATION TO USE TO COVER THE RED 
RIVER VALLEY? WDAY IS THE ONLY 
STATION THAT DOES A JOB!” 


WDA FARGO,N.D. 5000 WATTS- NBC 


AFFILIATED WITH THE FARGO FORUM 


; Getting Personal 


William L. Scurry, who at one time was with Massengale Advertis- 
ing Agency, Atlanta, has been elected president of Fulton County 
Federal Savings & Loan Association there. . . 

If you’re in the habit of tangling with bartenders, this won’t be 
good news. William Rowe, head of the package research department 
of James Barclay & Co., Detroit distiller, has designed a new bottle 
for Seven Cup blended whisky. The most arresting characteristic of 
the bottle is the long neck, so long that even the most ham-handed 
of bartenders can get a first-class grip. . . 

James Matthews, ad. mgr. of Fanchon & Marco Theatres Corp., 
Hartford, has recovered from a prolonged illness and is back at his 
desk. .. Jane 
Force, continu- 
ity writer and 
producer at 
Russel M. Seeds 
Company, and 
Norman W. 
Rice, radio in- 
structor at Scott 
Field, are now 
Mr. & Mrs... 

Dick Bach- 
man of the 
sales staff of 
KDKA, Pitts- 
burgh, is chort- 
ling over the 
birth of a 
daughter, Mary 
Louise. The 
score is now 
two and one for 
the Bachmans. 

Henry S&S. 
Dennison, pres. of Dennison Mfg. Co., Framingham, Mass., has been 
elected deputy chairman of the Federal Reserve Bank of Boston. . . 

Jerome D. Barnum, retiring as publisher of the Syracuse Post 
Standard after 37 years of service with the paper, was honored by a 
“family party” attended by 250 employes of the paper. He received 
a bound volume of letters from employes, attesting their appreciation 
of him. . . 

Two Chicago admen have been reelected to civic and social posts: 
Melvin Brorby, partner of Needham, Louis & Brorby, will head the 
Lake Shore Athletic Club again this year, and the president’s mantle 
of the Chicago Better Business Bureau will again adorn Sterling Pea- 
cock, N. W. Ayer vice-president. . . 

Add Right Guys: Philip G. Lasky, manager of KROW, Oakland, 
broke a “no pictures on walls” rule for his office to hang two neat 
frames, one a citation from the Treasury Department for the station’s 
work in bond and stamp sales, and the other a painting of the flag. 
But Lasky didn’t stop there; because he felt that the Treasury’s cita- 
tion was for each member of the staff, he had photographic miniatures 
made for each person. . . 

Undismayed by the bankruptcy of the publishing house which 
issued his fast-selling novel, “Five Were Called,” E. Morrell Massey, 
in charge of publicity for Geare-Marston, Philadelphia, has sold the 
syndication rights to a group of Southern newspapers and is now en- 
joying royalty checks again. 

Joseph A. Kowalski, Jr., who left the promotion staff of the Chicago 
Times to enlist in the Navy’s flying service, just got his wings at 
Miami, and Joe Sr., of the John Budd Co., is almost as excited as his 
. Dr. Howard T. Hovde, of The Wharton School of Finance 
faculty and past prexy of the august American Marketing Associa- 
tion, was the principal speaker at the Graphic Arts Forum’s dinner 
Feb. 27. His topic was ampersands, and the invitations to the meeting 
included a recipe for an ampersand cocktail. . . 

Frank Finney, pres. & treas. of Street & Finney, is doing a lot of 
reminiscing these days, since it was on March 15, 1902, that he and 
Julian Street met in a Park Row restaurant to form Street & Finney 
advertising agency. Mr. Finney considers his cardinal achievement 
in 40 years of 
agency work is 
“to have run a 
business 40 


AGENCY CO-WORKERS HONOR PERRY 


Paul S. Perry, pres., Perry-Brown, Cincinnati, celebrated his 

50th birthday Feb. 26 at a party given in his honor by agency 

employes. In this group are (left to right) Mr. and Mrs. 

Perry, Mrs. Brown and Theodore Brown, v.p., and treasurer 
of the agency. 


son. 


DEMPSEY GETS HAND IN AWARD 


+ * : 
years without a» ee & *,* 
busting” . . Pt 4 

Charles R. 
Crone, coop- 


erative ad mgr. 
of Transconti- 
nental & West- 
ern Altr, is 
honeymooning 
on the West 
Coast with the 
former Jean 
Cowger, stage 
and radio 
singer. The 
newlyweds will 
make their 
home in Forest 
oe 

There are 
priorities on 
patriotism at 
Forbes Litho- 
graph Mfg. 
Company. Over 40 women employes work together during noon lunch 
hours and at home as a knitting class. The sweaters, socks and other 
knitted items go to the gobs in Uncle Sam’s navy. . . 

Mr. and Mrs. Fred McKittrick—he’s publisher of the McKittrick 
Directory of Advertisers—are off for a month’s sojourn in Florida. . . 
New editor Leland Chesley of KWK, St. Louis, rides a scooter-bike 
to work, as his contribution to the rubber conservation drive. Inci- 
dentally, he gets to work at 3:30 a.m 

Head men in the United China Relief drive to raise $7,000,000 are 
Paul G. Hoffman, pres. of Studebaker Corp., chairman, and W. R. 
Herod, v.-p. of International General Electric Co., president. They 
will direct a corps of 19 top flight execs pledged to do a three-month 
job on the drive for aid to a people who have resisted the enemy for 
almost five years. . 


Bruce Berckmans, v.-p. and g. m., Piel Bros., hands Jack 
Dempsey a defense bond to present to the company’s lead- 
ing salesman for January. The presentation was made at the 
annual dinner following a broadcast of Dempsey’'s “All Sports 
Quiz,’ newly-inaugurated radio program over WOR. 


no 


a 


Advertisers Must 
Guard Vital War 
Data, ANA Told 


New York, March 3.—Though re- 
minding advertisers they share 
equal responsibility with editors 
and publishers in withholding infor- 
mation from the enemy, the Office 
of Censorship gave assurance this 
week that it has “no desire to dimin- 
ish the effectiveness of advertising.” 
The statement was made by John 
H. Sorrells, assistant director of the 
office, in reply to questions submit- 
ted by the Association of Nationa] 
Advertisers, concerning wartime 
rules affecting advertising copy. 

“Advertising, properly conceived 
can help speed the industrial effort, 
as it has in the past been a tre- 
mendous factor in promoting the 
American system of mass produc- 
tion,” he asserted. 

Mr. Sorrells warned manufac- 
turers of military equipment to 
guard against specific disclosures of 
plant locations, either in copy or 
illustrations. They should not re- 
veal specific details concerning the 
nature or type of equipment they 
are producing, progress in. specitic 
figures, stocks and surpluses of raw 
materials, I 
processes. 

“However,” he explained, “adver- 
tising copy can stress the skill and 
inventiveness of the engineer, of 
the chemist and the designer, in 
general terms. Advertising can de- 
scribe the extent of manufacturers’ 
facilities, without specific disclo- 
sures of plant locations, or of the 
nature of production, or of the per- 
formance of their production, etc.” 


Retailing Book Out 
for Night Students 


“Introduction to Modern Retail- 
ing,” a textbook written primar- 
ily to be of use in evening adult 
classes given under the auspices of 
the George-Deen Act for training 
retail sales personnel, as well as to 
store personnel without previous 
training, and in high school and 
college courses, has been published 
by Prentice-Hall, Inc., New York 
The price is $2. 

The book was written by Norris 
A. Brisco, dean of New York Uni- 
versity’s School of Retailing, and 
Leon Arnowitt, Newtown High 
School, New York. 


J-W-T Offices at Peak 


Full-time personnel of J. Walter 
Thompson Company’s international 
operations numbered 551 at the be- 
ginning of 1942. Offices in Canada, 
South America, Australia and India 
were at an all-time peak, while 140 
persons were still employed in Eng- 
land. Business in every interna- 
tional operation except England was 
the largest in history. 


and new _ designs 


“Pourenr Plant Peto” says 


If you are gunning [0F 
/\arger, more profitabi 
sales to the fast-mov'ne 


all important power e= 
gineering field, build 
campaign aroun the 
publication that reaches 
operating engineer I 
plant executives. 
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OAA Reaffirms 
Ban on Liquor 
Copy on 24-Sheets 


(Continued from Page 1) 


field are urging that nothing be 
done to encourage prohibition senti- 
ment. 

The question of what to do about 
liquor advertising was raised when 
one leading distiller was reported 
to have sent out orders direct to 
plant owners calling for 12-month 
posting on a non-cancelable basis. 
These orders were accepted in a few 
instances, resulting in a consider- 
able furore throughout the industry. 
The association checked with lead- 
ing operators all over the country, 
it is understood, before the board 
of directors voted to reaffirm the 
27-year-old policy regarding liquor 
advertising. 

Because of the fact that poster 
plant operators are not bound to 
abide by the policy laid down by 
the association for the industry as 
a whole, it is entirely possible that 
liquor advertising will be seen on 
poster panels in a number of mar- 
kets. However, absence of 24-sheet 
posting facilities on a national ba- 
sis, in view of the general accept- 
ance of the association policy, is 
believed to make any large-scale ef- 
fort to use this type of advertising 
by distilling companies unlikely. 


Business Getting Better 


The policies adopted with refer- 
ence to 24-sheet posters do not ap- 
ply to 3-sheets, limited facilities for 
which are available on some poster 
plants. The only national service 
in 3-sheet posting, operated by 
Criterion Advertising Service, ac- 
cepts liquor advertising, subject to 
local regulations regarding locations 
and copy. 
Outdoor advertising experts be- 
eve that the attempt of distillers 

invade the 24-sheet poster field 
was the result of losses of poster ad- 
vertising volume in the automotive 
and related fields, which made the 
development of business from a 
new source seem attractive to many 
operators. However, these authori- 
ties assert that volume from other 
Classifications is increasing, and 
predict that many plants will be 
sold out before the end of the year 


WHISKY REPLACES DODGE 
TRUCK PANEL IN DETROIT 
Detroit, March 5.—For the first 
time in 15 years, one of Detroit's 
oldest and most familiar advertising 


} 


BUY 


UNITED 
STATES 
SAVINGS 
BONDS 
AND STAMPS 


PRINTING 


The FAITHORN CORPORATION 
employes have subscribed 
100% to United States 


Defense Savings Bonds 


landmarks carries a message other 
than automotive. On the huge, 
seven-panel outdoor board at the 
head of Cass on Grand boulevard, 
a site previously sacred to the mo- 
tor city’s chief product, there ap- 
peared this week an advertisement 
for Corby’s Special whisky. 

The Corby copy replaced the 
Dodge truck display which had pre- 
viously occupied the board. The 
new advertisement was prepared 
for James Barclay & Co., Detroit 
| distiller, by Brooke, Smith, French 
& Dorrance. 


Gets Chemical Account 


A. L. Wilson Chemical Company, 
East Orange, N. J., has named 
United Service Advertising, New- 
ark, to direct its advertising. 


Court Holds Up 
FCC Radio Order 
for Two Months 


New York, March 5.—Pending an 
appeal to the United States Su- 
preme Court, a three-judge federal 
court granted a stay this week of 
the Federal Communications Com- 
mission order restricting network 
broadcasting. 

The court, which last week de- 
nied an injunction against the order 
to the Columbia Broadcasting Sys- 
tem and National Broadcasting 
Company, ruled that the FCC may 
take no action on its proposed re- 
strictions before May 1. By that 
time, the Supreme Court is expected 


to determine whether it will review 
the case. 

FCC seeks to bar exclusive net- 
work affiliate station contracts and 
prohibit any company from owning 
and operating two networks. Offi- 
cials of the two broadcasting com- 
panies have branded the govern- 
ment move an illegal attempt to 
enforce the anti-trust laws. 
intend to appeal from the lower 
court’s dismissal of their injunction 
plea. 

The three-judge court, claiming it 
lacks _ jurisdiction, nevertheless 
granted a stay against the FCC or- 
der on the ground that such action 
could not cause “a serious injury to 
the public’ since the commission 
itself “gave no evidence before 
these actions were commenced that 


They | 


the proposed changes were of such 
immediate and pressing impor- 
tance.” The court pointed to the 
great disadvantages which would be 
incurred if the networks were 
torced to revise their entire plan of 
operations. 


Gruen Adds Nations 


Howard L. Nations, formerly with 
the editorial staff of the Cincinnati 
Post, has joined the Gruen Watch 
Company, Cincinnati, to direct the 
company’s house orgams and act as 
general publicist. 


B-S-H Is First Aid Site 


The Chicago chapter of the Amer- 
ican Red Cross has started a stand- 
ard and advanced first aid course 
at the offices of Blackett-Sample- 
Hummert, 221 N. LaSalle street. 
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DAY AND NIGHT SERVICE 
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FINISH 


perfect job.. 


THE Shortest DISTANCE BETWEEN TWO POINTS 


IS A STRAIGHT LINE 


O the lovesick swain the longest way 

‘round may be the shortest way home. 
But to the advertiser who gets places 
ahead of competition, the longest way 
‘round is nothing but a pain in the neck 
...Which is one reason for the popularity 
of Faithorn non-stop, non-detour service 
—the shortest distance between the birth 
of a good idea and the completion of a 
. If lost time and motion in 
the production of advertising have no 
place in your scheme of things; if skilled 
handling of every detail, accelerated 
and reduced in cost by complete con- 
centration under one roof, appeals to 
you, you'll like Faithorn service... 
travel one job over this smooth, direct 
route and judge advantages by results. 

Faithorn service and prices must also 
be reasonable; or we wouldn't be hand- 
ling so many important accounts. 


Always the Finest at Faithorn 


FINEST ENGRAVING 
FINEST TYPOGRAPHY 
FINEST PRINTING 


You can use one or all —just as you wish, 
but all are here, ready to serve you... 
Speed, economy and satisfaction assured. 


He whe gain Time, gain everything : 


—or inversely, lost time is total loss. The road that detours here and detours 
there may finally bring you to your destination, but at what cost! 

Why be so lavish of time when it is the one thing about which you should be 
most solicitous? Why have your printing continually detoured—one place for 
engravings, another for typesetting, and still somewhere else for presswork? 

When you put selling vehicles on the straight, smooth, fast production 
route—Faithorn 3-in-l1—you avoid all detours and wayside stops. Your jobs 
steam merrily along; arrive on time—clean, handsome, fit. 

Faithorn Ad-Setting, Engraving and Printing Departments operate DAY 
AND NIGHT. These added hours at your disposal should prove valuable to 
you — tremendously so on jobs whicu cannot be delayed even one hour 
without risking a heavy loss in dollars for your concern. Try us! 


FAITHORN CORPORATION 


AD-SETTING ¢ ENGRAVING ¢ PRINTING ¢ 504 SHERMAN ST., CHICAGO * WAB. 7820 
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Census Bureau 
Changes Added to 
War Powers Bill 


(Continued from Page 1) 


to substitute 
counting. 

The section of the bill pertaining 
to census matters was added by the 
House after passage by the Senate, 
but conferees from the upper house 
are expected to raise no objection 
since the Senate passed a similar 
bill last year only to have it pigeon- 
holed in the House Census commit- 
tee. 


sampling for nose- 


In Omnibus Bill 


The war powers measure reached 
the House floor from its Judiciary 
committee, as an omnibus bill treat- 
ing various subjects which ordi- 
narily would be handled by com- 


Buphalos 


FIRST 


for Regional 


5000 Watts 
— by Day - 
~ 1000 Watts | 
-Directionally 
Intensified 

- by Night | 


WG 550 


K.C. 


BASIC MUTUAL 
NETWORK STATION 


i. BUFFALO 
BROADCASTING CORPORATION 


National Representatives: 


| 
| 
| 


| the measure 


mittees entrusted with legislation in| 
those fields. Because of the demand 
for speed, a single committee han- 
dled the “packaged-goods” proposal. 
Thus, the House Census committee 
was circumvented. 

Rep. Guy L. Moser, chairman of 
that committee, raised a lone voice | 
in protest, not so much because his | 
committee was not consulted but) 
because of the nature of the pro-. 
posal itself. He made a point of| 
order against the section relating | 
to the census, claiming it is uncon- | 
stitutional. He was overruled and! 
subsequently passed 
without a record vote. 

Chairman Moser told the House | 
that the Census Bureau had insti- 
gated the preparation by the Attor- 
ney General of an executive order | 
which would have permitted the| 
President to suspend the taking of | 
the Census of Manufactures. (Ap- 
VERTISING AGE reported in the “Lis- 
tening Post” column Jan. 26 that| 
such an order had been drawn up.) 

This proposed executive order was 
not issued, according to Chairman 
Moser, because it was decided the 
President lacked authority. 


Director J. C. Capt then sought} 
Budget Bureau permission to 
clude the proposal in the war 


powers measure. Rep. Moser told | 
the House that the Budget Bureau 
refused such permission. 
Almost Identical Measure 

According to the Moser recital, | 
the proposal was added to the bill) 
when presented in a new guise, as| 
a request for authority for the Sec- 
retary of Commerce. In its new 
dress, it was almost identical with 
that rejected by the Budget Bureau. 

Rep. Moser also disclosed that it 
is the intention of the Census Bu- 


;reau to adopt the sampling tech- 


nique, and called attention to a 
recent article by Dr. George Gallup 
revealing a Census Bureau plan to 
take an annual census of population, 


| labor and housing, using the public 


opinion poll method. 
As passed by the House and sent 


| to conference, the section relating 


to the census read as follows: “The 
Secretary of Commerce is autho- 
rized, subject to any regulation or | 
direction that the President may 
issue, to make such special inves-| 
tigations and reports of census or| 


_ statistical matters as may be needed | 


in connection with the conduct of 


'the war, and in carrying out the) 


purposes of this section, to dispense 
with or curtail any regular census 
or statistical work of the Depart- 


CO-OPERATIVE CALL 


are enlisted in the | 
“FOOD FOR FREEDOM" ARMY 


...MOT ONLY ENLISTED 
BUT IN STEP TOO! 


UTAH POULTRY PRODUCERS’ 
CO-OPERATIVE ASSOCIATION 


Utah Poultry Producers’ Co-Operative 
Association took a full-page in the Salt | 
Lake City Deseret News urging poultry- 

men to join in the stepped-up marketing | 
of the “Milk White’ brand of eggs. | 


census Landis Orders 
- Coastal Blackout 


of Lighted Signs 


Washington, D. C., March 4.—An 
immediate blackout of all advertis- 
ing signs and similar lighting which 
cannot be extinguished upon a mo- 
ment’s notice in the event of an air 
raid alarm went into effect along all 
coastal areas this week upon re- 
quest of James M. Landis, director 
of the Office of Civilian Defense. 

Declaring “unessential lighting . .. 
a positive hazard to the safety of | 
the civilian population in coastal 
areas which may be subject to en- 
emy attack,’ Mr. Landis asked re- 
gional OCD directors to contact 
state and local home defense groups 
for cooperation in eliminating all 
uncontrolled lighting. 

“It is vital that this step be taken 
to insure effective, immediate, total 
blackout of these vulnerable com- 
munities in case of air raid,’ he 
warned. “I believe that each com- 
munity will recognize the serious- 
ness of this problem and will co- 
operate to the fullest extent.” 

Atlantic, Pacific and Gulf Coast 
cities are affected. Store window 
displays, as well as outdoor posters 
and other illuminated signs, are af- 
fected. In many cases, arrange-| 
ments have already been made for 


lability 


Price Policies in 


The rates for this department are as follows: 

“Help Wanted,” “Positions Wanted,” “Representatives Wanted,” 
“Representatives Available,” 30 cents a line, minimum charge §1. 
cash with order. 

All other classifications (single insertion rates): % in., $2.75; 1 to 3 in 
$4.75 per inch. 


and 
Terms 


__ CRPOSTITIONS WANTED | HELP WANTED 
Advertising & Sales-promotion Man— ADVERTISING MANAGER WANTED 
33—Experienced in copywriting, lay-| Have opening for alive, aggressi\ 
and production—Creative & Sales-| advertising manager who has had e 
Draft exempt. Now available.| perience in a competitive field. Exce 
Box 3634, ADVERTISING AGE, Chgo.| lent salary and bonus aerangnme 
anaes ih & Ok & ot Game | ONeee. On Morenses WReats. rrite 
EXECUTIVE SALESMAN WITH | civing age, experience and salary e 
midtown office seeks suitable connec- | nected 

tion or representation. N. L. Huebsch, | . 3636 IVE ISING AGE, Che 
67 West 44th St. New York City, | 0X 3636. ADVERTISING AG™ “8 
MUrray Hill 3—0386. | | REPRESENTATIVES WANTED 


COPY WRITER: Priorities victim, | VERN LINDVIG, ARIZONA, EARNE)) 
University educated; Agency ex- $510.89 during one week in Februar 
perience; writer of institutional | Selling Alexander Theatre Screen A 
copy that influences & sales copy | Vertising Service. Alexander Film ¢ 
that sells; married, draft deferred; | World's largest producer - distributor 
25; Christian; references, samples.| Of advertising movies, 22 years stead) 

tox 3633, ADVERTISING AGE, N,. Y,| national growth, serving some of tl 

—— — ‘ ™ llargest national advertisers, salesmen 

HELP WANTED ii |now earning as high as $8,000 pe: 
pene = ~ ee Te has protected territories for few 
SPACE BUYER good commission’ representative 

for old established agency. Must also| These territories have been vacated 

be capable of handling production.| by men called to military and defen: 
hd nan full details, salary, ete., in first | service. Business now running wii! 
etter. 


? pay full commission when renewed by 
Box 3635, ADVERTISING AGE, Chgo. | 


new salesmen. Prospects for new bus 
—— - — |}ness almost unlimited. Men between 
ADVERTISING manager-salesman for|35 and 60, free to travel (car_ not 
class publication. Must be experienced | necessary), eligible for bond, will be 
and have record of accomplishments. | trained without cost. Write Alex 
Good salary, steady employment. ander Film Co., Colorado § Spring 
Room 957, 111 W. Washington St., Colorado, or 630 Ninth Avenue, New 
Chicago York City. 


Curtiss Upholds LeWald Named to AFA 
Executive Post 


Curtis C. Le- 

A . | Wald, formerly © 

nswering Charge with 'p. P. Bro- | 
er 0., - 
Washington, D. C., March 3.—| troit agency, has 
Admitting most of the charges but| been named as- 
denying all of the conclusions, Cur-| sistant. 4 to : by 
tiss Cand any has fi an|Presicent o 
tise Ca y Company hi is filed an the Advertising 
answer to the sweeping complaint Federation of 
issued recently by the Federal} America, New 
Trade Commission, alleging viola-| York, a new post. 


During his six 
years with the 


tion of the Robinson-Patman and}! 

Clayton Acts. : 
Curtiss admitted all of the alle-| pape eWeld 

gations involving advertising allow- | handled the Olds- Curtis C. LeWald 


ances, but denied that  these| mobile account, and previously had 
practices constituted price discrimi-| been Chicago office manager for 


| nations. Five drug chains were paid| Campbell-Ewald Company and ad- 


5 per cent on dollar volume of pur- | vertising manager of Buick Motor 
chases, according to the answer, but} Company. 
a similar allowance was available | 


ment of Commerce, or any bureau blacking out at a moment's notice,| to all competing customers who| Names Schouman 


or division thereof. 

“Any person, partnership, firm or 
corporation who shall refuse or) 
willfully neglect to answer any| 
questions in connection with any 
special investigations made under | 
this section, or who shall willfully 
give answers that are false, shall) 
be fined not exceeding $500 or im- 
prisoned for a period of not exceed- 
ing 60 days, or both. 

“That notwithstanding any other 
provision of law, any record, sched- 
ule, report, or return, or any infor- 
mation or data contained therein, 


now or hereafter in the possession | 


of the Department of Commerce, or 


| any bureau or division thereof, may 


be made available by the Secretary 
of Commerce to any branch or 
agency of government for use in 
connection with the conduct of the 
war, subject to any regulations that 
the President may issue. 

“No person shall disclose or make 
use of any individual record, sched- 
ule, report, or return, or any infor- 
mation or data contained therein 
contrary to the terms of such regu- 
lations; and any one violating this 
provision shall be guilty of a felony 
and upon conviction thereof shall 
be fined not exceeding $1,000, or be 
imprisoned not exceeding two years, 
or both.” 


Barnes Press Quits 


The Barnes Press, largest com- 
mercial printing firm in Flint, 
Mich., closed its doors Feb. 19, after 
33 years of operation. Local auto- 
motive companies had provided 90 
per cent of the company’s business. 


Agency Elects Artzt 

Peter Artzt, head of the copy 
and art departments at Weiss & 
Geller, New York, has been elected 
vice-president of the agency. 


| mercial buildings - 


| that it 


through central control switches. 


PENNSYLVANIA RULING 
PERMITS LIGHTED SIGNS 
Pittsburgh, March 4. — Outdoor 
advertising signs and signs on com- 
-even though 
they may identify the countryside— 


| will continue to be illuminated, for 


the time being, in the greater Pitts- 
burgh area. The decision was an- 
nounced by the executive commit- 
tee of the Allegheny County Council 
of Defense after studying a recent 
War Department notice on display 
signs. 

The War Department set forth 
that all flat or slanting signs which 
might identify an industry or com- 
munity to enemy airmen should be 
painted out. It said that vertical 
signs might remain in place, but 
should not be illuminated at night. 
It appears now that the notice was 
a suggestion and not an order, and 
local defense officials have decided 
applies only to industrial 
plants engaged in war production. 
The Defense Council announced 
that the illuminating of advertising 
signs, and signs on such buildings 
as hotels, office structures and 
stores, does not violate either the 
spirit or the letter of the War De- 
partment’s suggestion. In most 
cases, such signs now are equipped 
with blackout switches so that they 
can be darkened on short notice if 
an air raid should be threatened. 


Promotes Olivo Pomade 

Grecian Chemical Company, 
| Philadelphia, plans to release soon 
a campaign promoting its Olivo 
Pomade, using The American 
Weekly, Life and The Saturday 
Evening Post. The drive may be 
extended later to other media. 
Philip Klein Advertising Agency 
handles the account. 


| eration. 


were in a position to provide simi- | 
lar advertising services and coop- 


| MERCHAN- 
DISING ? 


iS YOUR 
BEST BET! 


Frederic S. Schouman, former 
Detroit newspaperman, has been 
named director of public relations 

Curtiss also admitted paying one| for the Detroit Office of Civilian 

large drug chain $1,480 in 1938 and| Defense, coming to this post from a 

$1,700 in 1939 as promotional allow- | — ee ae the 6th civilian 

ances, but said this was for a local ancencosatedhemsesdhcse ange. 

test campaign to try out a “Baby 

Ruth Sundae” and in no way con- 

nected with the granting of dis- MAILING SERVICE 

counts, rebates or allowances relat-| MuKkigraphing — Filling-in 

ing to the sale of its candy bars. | Addressing—Mimeographing 
As to the FTC charge that Curtiss 

paid Independent Grocers Alliance) THE LETTER SHOP, Inc. 

$470 every 28 days for handbill,| 440 S. Dearborn St. Wabash 8655 

poster, display and other advertising 

service, the candy firm said that 

was done but denied that all pur- 

chasers on proportionately equal 

terms were not accorded the same 

opportunity. 

Most of the complaint was built| 

around Curtiss’ price policies in 

supplying bar candy to the vending 

machine trade. The manufacturer 

admitted that different distributors | 

paid different prices at the same} 

time, but contended that such prices | 

reflected savings in cost or were} 

scaled to meet competitive offerings. | 

Curtiss admitted that vending ma-| 

chine operators paid lower prices 

than regular jobbers in the same} 

area, but asserted that jobbers were | 

offered the same price if they would | 

agree to sell only to the vending 

| machine trade. 


‘Black to State Office 


Fred L. Black, one-time advertis- 


ing manager of the Ford Motor 
|Company, has been named field 
|representative of the Michigan 


JUVENILE MARKET GROUP 
480 LEXINGTON AVENUE 
4 WEW YORK CITY, W. Y.- 


Office of Government Reports. He 
had been with the Ford organiza- 
tion since 1918, was in charge of all 
Ford exhibits at world fairs, and 
at one time was secretary-treasurer 
of the Edison Electric Institute. 
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ADVERTISING AGE 


Listening Post 


ait Secretary Morgenthau had his 
way, complete rationing of every- 
thing that can be hoarded would be 
instituted as soon as the mechanics 
could be arranged. While opposing 
compulsory bond buying, he would 
like to make it so that the public 
would have little else to do with its 
spare change except buy bonds and 
stamps. Consumer rationing thus 
far announced is limited to scarce 
commodities, but Morgenthau wants 
jit made general in order to combat 
inflation. OPA, whose staggering 
administrative job it is to operate 
rationing systems, does not see eye 
to eye with Morgenthau. 

a * * 

The high estate to which his war 
role has carried Leon Henderson is 
indicated by the fact that he had a 
look at the Treasury’s tax recom- 


mendations before the House Ways) 
Pre-| 
and | 
will support them when called to) 


Committee did. 
approved them, 


and Means 
sumably, he 


testify. 

The Army Air Corps called a 
secret meeting of 200 business men 
in Washington to discuss plans for 
signing up thousands of civilians as 
non-pilot officers, to release fliers 
for air duty. The news leaked out 
and already 16,000 applications have 
been received. A still larger “of- 
fiers’ pool” is contemplated, how- 
ever, and men between 30 and 45 
with special business training may 
still apply. Address Capt. Robert 
B. Murray, Room 1600, Temporary 
building “T’, Washington, D. C. 
The plan is to catalogue applicants 
by qualifications and geographical 
areas, get the men physically ex- 
amined and on call for service at 
some nearby office or airport when 
a need arises for qualified execu- 
tives. 
legitimate 


Newspapers have a 
pa} 


kick against the Treasury’s Defense 
Savings Staff—and not because 
space isn’t being bought. 


AIDS CANADA DRIVE 
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Robert Simpson Co., Ltd., one of the 
Dominion's largest departinent store ad- 
vertisers, is giving full support to the 


raise $600,000,000. National and retail 

advertisers are giving full cooperation to 

the campaign which started Feb. 16. The 

Simpson ad appeared in the Toronto 
Globe and Mail. 


Seeking 


| ing to interest labor 


to promote bond advertising spon- 


sored by retailers, Defense Savings 
offered mats for complete cam- 
paigns to be sold by newspapers. 


But mats for only two out of 36 ads 
have been made available so far, 
and papers can’t find out when they 
will get the others and 
campaigns started until assured of 
the whole series. Another complaint 
is that only 5,000 portfolios outlin- 
ing the campaigns were printed, 
and that papers can’t get extra! 
copies for their staff. 


OPA’s Consumer Division is try- 
unions in set- 
ting up consumer committees to 
tackle war-born problems. Direc- 
tor Dan A. West journeyed to Co- 
lumbus, O., March 1, to urge the 
formation of such groups before the 


Ohio Conference on Labor in the 
War. 
War Department plans to erect 


printing plants in each corps areas 
were junked at the insistence of 
War Production Board authorities, 
who pointed out that hundreds of 
plants in every section of the coun- 
try have idle capacity and need gov- 
ernment business. So the Army’s 
brochures, pamphlets and _ instruc- 
tion books will be printed in estab- 
lished publishing concerns. 


* 


an industrywide adver- 
tising and public relations cam- 
paign for the beet sugar growers 
and refiners as the wartime short- 
age grows. With the United States 
Department of Agriculture urging 
capacity production and processing 
for the duration, industry leaders 
feel that the conditions are ideal at 
present for establishing beet sugar 
more firmly in the public conscious- 
ness with the hope of maintaining 
full acreage after the war. Cam- 
paign would be placed through the 
United States Sugar Beet Associa- 
tion in Washington, D. C., after ap- 
propriate media and opinion sur- 
veys established the need 


Look for 


You won't be 
ences to “after the war is 
“after the war is won,” “after we 
win the war,” and similar phrases 
in Army-approved advertising here- 
after. Manufacturers submitting 
copy for approval are being asked 
to struggle along without them for 
the time being. Washington higher- 
ups seem to think they’ve been used 
too much, with resultant ill effects 
psychologically. 


refer- 
over, 


seeing many 


Elects Clement 


The Union Switch & Signal Com- 
pany, Pittsburgh, has elected T. B. 
Clement, formerly assistant to the 
president, a vice-president. He 
joined the company in 1939. 


| 52 weeks by 


Renew ‘Fibber 


McGee’: P & G Has 


Full Evening Hour 


New York, March 
highest rated program, 
Gee & Molly,” 


4.—Radio's 
“Fibber Mc- 
has been renewed for 
S. C. Johnson & Son, 
effective April 7, when the program 
starts its eighth season on the air. 
The show is heard Tuesdays from 
9:30 to 10 p. m., EWT, over 129 


| NBC-Red outlets and 31 stations in 


Canada. 
Chicago, 


Needham, Louis & Brorby, 
is the agency. 


P & G Has Full Hour 
Procter & Gamble has added eight 


CBS stations to the Ransom Sher-| 
|man program for Ivory soap, mak- | 
stations. | , 
show | 


ing a total network of 73 
With the “Junior Miss” 
launched and the Ransom Sherman 


| program in a new time spot, Procter 


| by Fred Allen, 


|of West 


| stations from 9 to 9:30 p. m 


can’t get| 


|9:30 to 10 p. m., 


& Gamble now has the full Wednes- 
day 9 to 10 p.m., EWT, hour vacated 
who has switched to 
Sundays from 9 to 10 p. m., EWT. 
Compton Advertising is the P & G 


| agency. 
Second Canadian Victory Loan drive to | en 


Changes West Coast Set-Up 


Due to the frequent shutting down 
Coast stations, Bristol- 
Myers Company has eliminated re- 
peat broadcasts to the Pacific coast 
for Eddie Cantor's “Time to Smile” 
and “Mr. District Attorney.” Here- 
after the programs will be broadcast 
in the far West at the same time 
they are heard in New York. Eddie 
Cantor is heard over 87 NBC-Red 
, EWT, 
Ipana and Sal 
District Attorney” 
Wednesdays from 
EWT, over the 
same station lineup. Young & Rubi- 
cam is agency on the former, Pedlar 
|& Ryan on the latter. 


G-E Adds Three 


General Electric Company has 
added three stations to the Frazier 
Hunt news program, heard Tues- 
days, Thursdays and Saturdays from 
6 to 6:15 p. m., EWT, with a re- 
broadcast at 10:45 p.m. This brings 
the total number of outlets up to 
51. Maxon, Inc., is the agency. 


on Wednesdays for 
Hepatica. “Mr. 
is broadcast on 


Cudahy Renews 


Cudahy Packing Company 
renewed “Help Mate” 
effective March 23. It is heard over 
35 NBC-Red _ stations Mondays 
through Fridays from 10:30 to 10:45 
a. m., EWT. Blackett - Sample- 
Hummert, Chicago, is the agency. 


has 
for 52 weeks, 


“Voice of Broadway” Renews 


Johnson & Johnson has renewed 
“Voice of Broadway,” with Dorothy 
Kilgallen, as of March 31. The pro- 
gram is aired Tuesdays from 6:15 
to 6:30 p. m., EWT, over 65 CBS 
stations. Young & Rubicam is the 
agency. 

Miles Renews 


Miles Laboratories, through Wade 


Advertising Agency, has renewed 
the “News of the World” program 
over 30 NBC-Red stations, effective 


March 30, for 52 weeks. The news 
program is heard Mondays through 
Fridays from 7:15 to 7:30 p. m., 
EWT. 

Carnation Show Continues 


Carnation Company has renewed 
the Carnation Contented program 
for 39 weeks over 59 NBC-Red sta- 
tions, effective April 6. It is aired 
Mondays at 10 to 10:30, EWT 
Erwin, Wasey & Co. is the agency. 


Par Soap Signs 


Par Soap Company 
entation today of “It Happened in 
the Service,” armed services pro- 
gram, over NBC-Red network, at 
5:30 to 5:45 p. m., PWT. It will be 
aired each Wednesday. Long Ad- 
vertising Service is the agency. 


started pres- 


New Dentyne Show 


American Chicle Company, for 
Dentyne gum, has signed Bill 
Henry's “By the Way” to be broad- 
cast four nights weekly from 5:45 
to 6 p. m., PWT, beginning March 
18 over a Pacific Coast NBC-Red 


ANTI-HOARDING 


For Distinguished Service 
to the Axis... 


FOR HOARDING 


~ ond te Net 


C. A. cu RIZE 


Cc -OMP. ANY 


Impressed with the effectiveness of an 
illustration originally used in an adver- 


tisement jointly sponsored by several 
New York department stores, C. A. 
Curtze Co., wholesale food distributor, 


reproduced it in this newspaper ad ask- 
ing consumers to buy carefully for nor- 
mal needs only. 


network. Badger and 


directs the account. 


Browning 


Signs Upton Close 


Beginning March 15, Signal Oil 
Company will present Upton Close, 
commentator, 
4 p. m., PWT, over the basic Pacific 
Coast NBC-Red network. Barton A. 
Stebbins directs the account 


Texas Publishers 
Ask tor Lower 
Newsprint Rates 


Houston, Tex., March 4.—-An open 
forum discussion of the possibility 
of skeletonized newspapers, minus 
comics and other syndicated fea- 
tures, highlighted the annual two- 
day convention here of the Texas 
Newspaper Publishers Association. 
A committee was appointed to pe- 
tition the Interstate Commerce 
Commission to lower rail rates in 
Texas, after speakers declared that 
the cost of transporting newsprint 
by rail was practically prohibitive 
and warned that ships carrying 
Canadian newsprint might be com- 
mandeered for vital defense car- 
goes. 

Henry Humphrey, publisher of 
the Texarkana Gazette and News, 
was elected president of the associa- 
tion, succeeding Frank W. Mayborn, 
Temple Telegram. Elected to serve 
with Mr. Humphrey were Thorn- 
ton Hall, San Antonio Express and 
News, vice-president; Wayne Sell- 
ers, Dallas, secretary; A. E. Clark- 
son, Houston, relected treasurer; 
and Conway Craig, Corpus Christi, 
executive committeeman for a five- 
year term. 


Hempstead Town 
Trading Area Shown 


The 1942 Consumer Markets edi- 
tion of The Market Data Book 
designated Nassau County as the 
retail trading zone of Hempstead 
Town, L. I., whereas it is asserted 
that the correct definition of the 
Hempstead Town trading area is the 
ABC City Area of Hempstead Town 
with a population of 278,804. 

This Long Island area received a 
new designation in accordance with 
a decision of the Audit Bureau of 
Circulations last fall. Publishers’ 
statements now show breakdowns 
for “city zone,” “remainder of Nas- 
sau County,” and “all other 


Joins Antonger Agency 


Richard C. Lynch, formerly assis- 
tant advertising manager of Fried- 


,man-Shelby branch of International 


Shoe Company, 
Anfenger 
Louis, 


St. Louis, has joined 


as production manager. 


Sundays from 3:45 to| 


Advertising Agency, St. 


Mailograph Offers Its 
Solution to Government 


The Mailograph Company, New 
York direct mail company, has 
sponsored several large-space ad- 
vertisements in New York and 


Washington newspapers calling the 
government's attention to the avail- 
ability of the company’s clerical 
staff and equipment. 

Copy tells the government that 
skilled clerical hands are available 
and that turning clerical detail over 
| to private industry would alleviate 
the shortage of clerical workers. 
| The ads also say that by subcon- 
| tracting among members of the Mail 
| Advertising Service Association, 
| Mailograph could arrange to handle 


|}such jobs as addressing three mil- 
|lion cards or turning out five mil- 
lion two-page form letters in a 


m= | WA orking shift of eight hours. 
| 


WISE Joins MBS 


Station WISE, Asheville, has 
joined the Mutual Broadcasting 
System, bringing the total num- 


ber of Mutual affiliates to 199. The 
station operates with a power of 
250 watts. 


babbales Onl 


$50,000 


—— a. ee 
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227,000 Sq. Miles: 
Over 12,000, 000° . 


people 


WKBW 


BASIC COLUMBIA 
NETWORK STATION 


New $350,000 Transmitter Plant 


BUFFALO 


BROADCASTING CORPORATION 
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Magazines Move 
fo Pass Rising Costs 
on to Readers 


in the next 12 months for the maga- 
zines mentioned above, excluding 
Cosmopolitan and Good Housekeep- 
ing, instead of the $37,500,000 they 
spent last year. The gross circula- 
tion revenue increase for publishers 
amounts to 66 per cent. 

In addition to their single copy 


Index of Retail Activity in 
84 Important Markets 


Based on total retail advertising volume in all newspapers 


increases, publishers announced (Copyright, 1942, by Advertising Publications, Inc.) 
the following annual subscription 
(Continued from Page 1) changes: The Saturday Evening | | | | | | | | | | | | 
; Post—from $2 to $3; Liberty—from 4 | 
Good Housekeeping, both selling for $2 to $3.50: and Better Homes & WEEK BY WEEK VARIATION SHOWN HERE 
25 cents, are testing a 30-cent sales Gardens—$1 to $1.50 | 
price in several cities. Other lead- Along with its subscription +20 
wy cece mong monthlies queried changes, Liberty announced that its os T my 
y ADVERTISING AGE said either that circulation guarantee will be re-| | *# 1 . 
no changes are contemplated or re-| qyuced from 2,500,000 (2,300,000 +5 \ we 
fused to comment on the subject. U. S.. and 200,000 Canada) to! WAST 
Aside from expressions of ap- 2,000,000 (1,800,000, U. S., and 200,- L ill 
° e ° ’ ’ ’ , ’ ° ” ’ 
proval of the publishers’ action by! 999 Canada). The advertising rate Whe T t no! 
: P ’ e . | 
Z rertisers < a0 ‘lias , av - wa 
ror igen ind nee Ss, W ho have structure, $2 per page per thousand, 0 L 
ong recommended the price In- remains unchanged, but the reduced -15 tre 
crease procedure, discussion here guarantee will bring the black and = a 2 Th 
revolved about the possible effect white page down from $4,600 to um 
of the action on circulation. Some $3,600, with other rates in propor- the 
publishing observers expressed the tion, Incidentally, because prices <a _ To 
opinion that changes of this charac- - ae q : : 
Hoan ae, Changes of this charac-| are fixed by government edict in JAN. FEB. MAR. APR. MAY JUNE JULY AUG. SEPT. OCT. NOV. DEC. 
pour’ on nye o- o te as ike Canada, the single copy and sub- ple 
‘ulallo ue) ‘ r © ; s s : . 
rom 9 to 20 per cent. This’ scription prices continue unaltered. % Gain % Gain 4 
view was not borne out, however, 9-Week 9-Week 9-Week or Laas or Lose Th 
by the only current case history) GUIDE GROUP UP: Period Period Period 1942 1942 Week Week % G: the 
available—that of Ladies’ Home we oe ended Ended Ended over over Ended Ended or 
Journal ‘hose ritch " he) IS NEW YORKER ; March 2,1940 Mareh 1, 1941 Feb. 28, 1942 1940 1941 March 1, 1941 Feb. 28, 1942 Lo- TE 
urnal, whose switch from 10 to| Wew York, March 6.—The Guide 
15 cents became effective with the oe . , Akron, ©. 1,468,705 1,508,145 1,696,639 +15.5 + 12.5 178,668 203,616 +140 FC 
Febru: aiRlgy es Screen Unit — Screen Guide, Star-| aibany, N. Y. 1,192,126 1,193,709 1,208,590 1.4 +1.2 148,641 140,990 ’ 
ebruary issue. dom and Movie-Radio Guide —an- | Atlanta, Ga e 2,334,157 2,410,142 2,203,796 5.6 8.6 342,762 258,706 24 ( 
Newsstand sales for the Journal yjoynced today that newsstand prices | Baltimore, Md. ........ 3,350,166 3,517,662 3,759,715 +12.2 + 6.9 $23,171 458,761 the 
as ane 4 a is 7 ; . ia? ” | Birmingham, Ala. . 2,170,658 2,320,799 2,336,264 + 7.6 0.7 264,656 301,154 +158 on 
a month were in erg 5 1,500,- | will be increased from the present | = =< 7 on re ETT TF TO 4a =< “7 = —_ sai aes 7 fac 
) Ss © 6 § - ° ‘s 2OSTON, MASS ww ill, . a dee ~ o,10e T ° ? ooF, o 70a , 
) copies, a jump of 125,000 or 9) 19 cents to 15 cents with May issues. | Buffalo, N.Y. . 2,115,966 2,260,008 2,321,699 + 9.7 2.7 268,502 283,010 bid by 
per cent, over February, 1941. This [atest ABC circulation figures for | Camden, N. J..... 842.643 752.665 759,070 4.9 0.9 87.424 102,783 +178 E. 
record was interesting particularly | the group (not including Stardom,| Cedar Rapids, la... 739,718 751,576 750,638 + 1.5 0.1 97,258 104,412 } ing 
in view of the fact that the two! whoce first issue was dated Feb- Charlestown, W. Va 1,469,700 1,609,979 1,430,931 + 2.7 11.1 273,546 176,253 
chief competitors, McCall’s and Wo- raary 1942) siemens ales ett, aver Chicago, Il 1,303,736 1,276,588 4,491,607 + 4.4 +5.0 188,609 518,797 — 
he oA . : ond A oe; § on™ . “| Cincinnati, O 2,455,006 2,450,191 2,467,971 OS LO.7 292,002 
man s Home Companion, still sold age of 595,623 newsstand, and 47,-| Cleveland, © 2 O18 754 2992 466 2 883.892 12 3.6 358,131 
for 10 cents a copy. The latter) §39 mail circulation. Columbus, O 2.067.682 2 096,267 2°093.122 1.2 0.2 255,902 
went to 15 cents with the March Se Bos Yarher will sales tt Dallas, Tex 3 992 TR] 5191.32 3.086.394 1.2 ; 105,738 1 
issue, while the former does not put) pearing; - = a 2 | Davenport, la 1,447,138 1,493,744 1,465,744 1 1.4 169,092 
the boost into effect until the April | Sais sienna a oe 7 the | come o ; * Vsereis 08381 370.339 : 01 160,408 " 
= yearly effective April 30, and the} Denver, Colo. . ; 1,341,818 1,368,72 1,370,239 + 2.1 0.1 160,408 
issue. ; 2 : two-year rate, now $7, will be| Ves Moines, Ta. 1,060,249 963,496 952,373 1" 1.2 121,598 ‘i ) 
Assuming that circulation does) raised to $9 Single copy prices re Detroit, Mich. 125,529 3,372,585 3,464,358 L 10.8 7 386,785 $00,363 
is b . . : - 4 
not move either up or down as a main at 15 cents ; | El Paso, Tex.... 1,654,836 1,881,295 1,6: 1.9 13.7 242,872 193,158 2 
‘ s . « « « Ss. Set ~ - ‘ 9 09° ‘ , or - ag 
direct result of price increases, and ~ shoes a toe 1, 254,990 1,442,028 I, a 2 #2,390 avecee 
based on the latest ABC statements J.W-.T EF] oh ge a gg Ml 1,842,778 1,870,302 1 5.7 1.1 Y84,326 159,714 
ie . “tee . - = ects Four Fall River, Mass 26,300 575,716 3.0 4 65,097 60,151 / 
available, the changes officially an- a Presid Flint, Mich 1,317,960 1,366,862 1,2: 5.0 S4 153,076 132,832 13 ! 
nounced or regarded as imminent ice-Presidents Fort Wayne, Ind . 1,693,244 1,622,677 1,66 1.5 2.8 195,286 182,966 ; 
mean that during the next year J. Walter Thompson Company, Gary, Ind, , HSO8gu 963,770 6.7 + 3.1 123,266 130,867 i 
consumers will pay approximately New York, has elected four new) Grand Rapids, Mich 5,455,365 1,419,376 a $.8 os 178,280 154,910 : 
$25.000.000 more for their maga. vice-presidents. The new officers) “re* nville, S. ¢ ye 1,107,088 1,169,348 Ss + 4.2 1.3 138,285 147.654 : 
. “s ‘ «< an . ‘ sie ‘ 4 > | m4 7 400 ) 37 vi 5 
i hi: . a ga , are: Robert T. Colwell, radio de-| “Hempstead, L. FL 02,510 {81,830 87.1 17.5 66,237 67,554 
zines t ian, in the yeal just past. partment; Lew A. Greene copy de- Houston, Tex SS4,177 2 410.068 2,732,562 2 6.1 190,292 14,132 ] : 
Counting both single copy sales and) partment; Anson C. Lowitz, account| Huntington, W.Va 1,157,729 1: 1,167,489 0.8 5) 145,831 27,525 12 
subscriptions, magazine readers will | executive: and O’Neill Ryan, Jr Indianapolis, Ind 2 717,988 » 2 941,082 8.2 8.1 116,694 347,718 + 
hell e. timated 62.50 me > * . ’ | Jacksonville Bla 1.488.368 1 1.425.060 4.3 6.5 214,312 161,154 24 
shell out an estimated $62,500,000 account executive. Jersey City, N. J 109.389 328,907 + 6.3 2.1 $2,280 $2,9: 22 we 
Kansas City, Kan 447,258 345,997 11 6.3 54,117 } , 
Knoxville, Tenn 1,624,196 1, 1.445.822 11.0 8.2 44,720 193,606 4 (ay 
COMPLACENCY? Sie yt css Ma er ee es Be 
= Los Angeles, Cal 1,226,680 3,719,871 12.0 0.5 $3,776 120,663 re 
Louisville, Wy 2,116,853 ” » 965.762 7.0 1.0 SR O18 RO.645 4 a 
WE DON'T Lynn, Mass 1,265,600 1,497,434 1,368,082 8.1 8.7 165,760 135,016 | 
Manchester, N. H SU4, 786 974.427 51,300 7 2 1.0 69,062 16.152 ? nes 
SI 2 KNOW Memphis, Tenn 2,238,390 1,949,346 2,045,218 8.4 1.0 69,528 61,856 ref 
j th ORD! Miami, Fla 1,368,662 3,061,906 2,525,266 23.7 17.5 61,620 297,668 ‘ be 
# WwW Milwaukee, Wis 2,535,546 2,602,074 538,761 LO4 2.4 9,220 311,971 
ball e . > witha o | Ss 
ow ) 
Minneapolis, Minn 1,971,912 1,861,564 1.917,217 " ZOS 486 215,433 ~ 
We're in the war effort! I p lo our necks! and Moline Rock Island, Ill 1.240.050 1,468,338 1,448,204 + 16.8 1.4 157,112 142.086 ' the 
we glory in it! Our 174.995 Tri-City * population of = W — dford Mass 20 178 STDS 54 a7 974 10 i 0.8 70.994 63,672 po 
which 103.526 live in Rock Island and Moline are Ne ‘ Orie: a Ig pty Sy ery it rey ay yr psy po tle 44 the 
solidly behind Unele Sam! az Y —"h = wa oe pt at aie dis 530,868 ch: 
New ork, ] S.YS6 395 S896, 818 S.737,597 2.8 2.9 1,023,445 857,422 y 
. . . . troo ; 4 557.437 5 A ee 2 26 i i3 33 me 
Incidentally. this means that your linage, aimed at — ee a Y 44--+4- OST,265 V21,026 6.9 10.4 (3,000 46,854 wre 
this busiest and most rapidly expanding mid-western pt tee vonevee sonetoas ap ben _ wi ee rye La 
. : 7 = , . - akland, Cal 1,429,727 1,371,216 1,338,937 6.4 2.4 iS6, 806 149,978 tal 
oo, via Argus-Dispateh. will deliver BIG) RE- Oklahoma City, Okla 1,226,890 1,284,500 1.250.482 ; 7 190 O50) 190.022 | 
URNS. Peek at these FACTS: Tea i ; noi 34d ae ; 
. s deahertied Omaha, Neb 994,460 923,318 821,246 11.2 11.1 124,818 104,010 , 
Peoria, I seven’ UFR 1.78656 L.771,616 2.4 7 225,506 207,858 a 
Philadelphia, Pa. ..... L679,009 1,768,053 1.572.106 $3 1.1 »D8.123 540.750 the 
This is the home of the l. S. Rock Island Arsenal Phoentx, Aris e 1,409,618 1,465,170 1.558, 166 re > 212,926 163,960 er 
= . Pittsbureh, Pa 3.296.454 3.389.862 3.443.454 4.5 1.6 34.504 415,254 +7 ers 
11,000 employees $76,000 daily payroll producer of | Portland, Or. 1,674,242 2,007,574 1,737,344 us i2 238,784 196,826 ' Co 
‘ , Providence, BR 57,422 10,8! Th.495 ns 125.455 22 " : 
GUNS guns, tanks and other vital war material. Sending We ans ata apy yy aa ; 18 4 oon ond 
AND Richmond, Va 1,877,638 1_881.880 S59, 746 10 1.2 232,722 138,784 24 NI 
rANKS 
Rochester, N.Y 2,450,423 2,403,662 2.356.545 3.8 2.0 262.42: 289.228 SI 
rn Pa ; : Rockford, Tl 1,296,218 1,428,574 1.402.542 Qs = ISDN74 205.142 ( 
The new Harvester Tank Arsenal with a starting order Sacramento, Cal 1,226,72 1,243,900 1,310,234 6.8 168.546 152,880 ti 
R : , ‘ San Antonio, Tex 1,155,655 1.277.22 1.496.765 2% 17.2 151,247 176,647 
for $80,000,000 of tanks will coordinate a large num-. san Diewo, Cal 1,656,816 1,905,152 1,775.66 7.2 is 216,580 196,882 ‘i 
saree Ports ays . . a ee Sa Francisco “ 2,405,733 2 358.237 ® 458.262 99 ) TH Be G23.92 te: 
rANKS ber of Tri-City industrial facilities and employ upward *"" Ww, — = ts. S508 ,55 4 $458,262 a4 < wh aint o05,98! 
AND MORE Pall : . Seattle ash 1,860,964 1,742,048 2 026,47 su if 213,528 261,212 N 
TANKS of 8.000 additional men in assembly operations. South Bend, Ind $18,672 875,387 897,112 Mt 2 106,789 104,458 Hi 
Spokane Wash 1,032,724 979,118 HHH 88 6.4 1.3 23.018 109.004 
St Louis Me 2.842.975 © 788.250 ° O14.985 “ 4.5 T8515 169.72 a 
St. Paul, Minn 1.68 1) 1.566.690 1.611.62 1.4 2% o344 162,591 8 
, This is the Farm Implement Capital of the world— >'"°""" SO at ge np oty 858,06 fo 244,610 142,39 ; 
eat acoma, Wash 1,060,624 1.053.464 111 .8 S14 , 163.848 148.736 42 
home of the John Deere. International Harvester, J. L. ta Mla 1,262,310 1,277,360 1,160,740 S.1 1 147,868 135,100 8.0 
f . . oronte, Ont (Can . 2,690,984 2.757.326 2 285,10 15.1 17.1 $30,278 ®85.939 ‘ 
FARM Case Co. and others who supply the vital food-produe- Troy, N.Y 609.686 624,750 635,404 12 1.3 64,566 73,654 ’ 
IMPLEMENTS . P ° 1 Tuls : 9 on 7 aAe TS = ~ S 
ing industry with needed tools. a Sao erry-+t 1.526,770 1,637,342 ‘3.8 : sS.008 aSd,298 
’ Washington ~~. % 416,70 $92.71 , 725.292 - 12 BT3.804 “01.730 rl 
Winston-Salem, Noo LOOT S75 1.073.702 1.032.514 60 ‘ 141.512 109.66 
Youngstown “) 1.272.451 1.205.262 1.361.38: 7.0 ] 151,858 145.831 +! 
"The Tri-Cities, Rock Island TELL YOUR STORY Total 158,986,295 162,145,720 160,116,048 0.7 19,979,262 18,664,472 6.6 
and Moline. Illinois and Daven- 1. Chicago Sun established Dee. 4, 1941 
port, Lowa, is a booming center GET YOUR SH ARE Commercial Appeal published 328 page Centennial Issue Jan. 1, 1940 ntainine 428.848 lines of advert . 
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Arndt Gets Full Account Transfers Keogh Army Papers to Clark 


eo “ L NATIONAL REPRESENTATIVE THE ALLEN-KLAPP CO. John Falkner Arndt & Co., Phila- Frank Keogh, formerly in the Thomas F. Clark Company has 
e delphia, one of three agencies which New York office of United States been named national advertising 
handled the campaign in 1941, has News, has been transferred to the representative by 40 Army mp 
P CK ISLAND been appointed by the American Chicago office. newspapers. 
Hotel Association to conduct the en- 


tire drive for 1942. Magazines, news- 
papers, radio and outdoor will be 
used. The budget, however, will be 
approximately half of that spent in 
1941, it is reported. 
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ADVERTISING AGE 


Advertising in the Test Stage 


Feature ‘Bath 
Size’ Lux Soap 
in Test Campaign 


New York, March 5.—*‘Thrift” 
selling copy, along with Hollywood 


star testimonials, is featured in a 
newspaper test campaign for the 
new bath size Lux toilet soap, 


which broke last week in Charlotte, 
N C., Harrisburg, Pa., and South 
Bend, Ind. 

Four column, 100-line insertions, 
illustrating the bar full size, an- 
nounce the new Lux size, while 
Loretta Young asd other screen ac- 
tresses featured on the Lux Radio 
Theater are pictured in seven col- 
umn, 150-line spac? emphasizing the 
theme “9 out of 10 stars use Lux 
Toilet Soap.” 

Three advertisements will be 
placed in each of the three cities 
over a six-week period by J. Walter 
Thompson Company, which handles 
the Lever Bros. Company account. 


TESTS CHANGE THEME 
FOR DRY DOG FOOD 
Cleveland, March 4.—Recognizing 
the opportunity created for manu- 
facturers of dehydrated dog foods 
by the ban on packaging in tin, G. 
E. Conkey Company is currently us- 
ing a test campaign in the Cleve- 


Lb adi 


HERES A 


HEALTHFUL, SATISFYING 


ANGE! 


—in your DOG FOOD! 


ae Sate % Cayce tor Pon he Rot OR. 
ome 
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land Press and Cleveland Shopping 
News on behalf of its Conkeys Y-O 
dug food. 
Copy is headlined “Here’s a 
healthful, satisfying change!" and 
refers to the change which must 
be made by dog owners who have 
previously fed canned dog foods to 
their pets. The text reenforces this 
point by adding, “No wonder dogs 
that have been used to canned foods 


change so willingly to this tasty 
meaty dish. Merely moisten with 
water, milk or gravy, or mix with 
table scraps.” 


Prominent mention is made of the 
composition and vitamin content of 
the dog food. The company’s pro- 
gram over WGAR is tied in. Rog- 
ers & Smith, Chicago, directs the 
Conkey account. 


NESTLE’S TO TEST 
SPOT RADIO 

New York, March 5.—The export 
division of Nestle’s Milk Products 
vill launch an intensive spot radio 
test in Central America next week 
vith 120 recordings in Spanish. 
Half of the two-minute spots will 


Use product photos 

as a vital part of 

Seales program. Give the 
chance, the ears are 

rie neh RCS today for com- 


wld ¢ COPY SERVICE CO. 


Xu o- 125 N WACKER DR 
hd K — 415 LEXINGTON AVE 
ELAND — NINTH-CHESTER BLDG 


THRIFT APPEAL 


New BATH SWE 


© out of 10 Screen Stars use Lux Tolet Soap —it's the soap thet leaves skin SWEET 


A new large size cake of Lux toilet soap 

is being tested by Lever Bros. Co. in 

newspaper copy which broke last week 

in Charlotte, Harrisburg and South Bend. 
A six-weeks’ trial is planned. 


be straight announcements and the 
other half dramatizations. 

All radio stations in Bolivia, 
Costa Rica, Dominican Republic, 
Ecuador, Guatamala, Spanish Hon- 
duras, Nicaragua and El Salvador 
will be used in the test. The re- 
cordings will promote Milk Maid, 
Magnolia condensed milk, Lactogen, 
Nido, and Milo and Nestle’s choco- 
late, all products of the Nestle’s Ex- 
port Company of Stamford, Conn. 


U. S. Rubber to 
Extend Drive 
to Magazines 


York, March 5.—A 
advertising campaign 
cating conservation of cars—but 
their continued use—will be ex- 
tended to national magazines 
shortly by the United States Rubber 
Company, officials announced this 
week. 
Using 40 


New 
paper 


news- 
advo- 


metropolitan dailies 
throughout the country, the com- 
pany will employ half-page space 
in stressing the importance of the 
U. S. family car as a unit in the na- 
tion’s vital system of transportation. 
Black-and-white ads are scheduled 
for a number of national magazines 
on the same save-and-use theme. 
The opening advertisement, head- 
lined “Supposing we all laid up our 
cars for the duration of the war,” 
went on to point out that if many 
cars were taken off the road there 
would be an intolerable demand for 
more buses, trains and trucks—with 
the need for more rubber, steel and 


power. Patriotism does not demand 
that you lay up your car,” copy 
added. “Just the opposite. Real 


conservation requires you to keep 
your car in service for necessary 
driving. Don’t think of it as a 
‘pleasure car.’ It’s a war car now.” 

The second ad of the new institu- 
tional series, following last week's 
opener, features a mileage budget 
chart and offers constructive sug- 
gestions for the continued operation 
of America’s private automobiles. 
U. S. Rubber, according to T. H. 
Young, director of advertising, is in- 
terested not only in aiding conser- 
vation but in offering concrete ideas 
on the budgeting of mileage which 
remains in the machines and their 
tires. 

Subsequent newspaper 
ments in the series are to appear 
about once weekly in major cities, 
including New York, Chicago and 
Boston. Campbell-Ewald Company 
is the agency. 


advertise- 


Agencies Affiliate 
R. J. Potts & Co., Kansas City, 
and Calkins & Holden, New York 


and Chicago, have formed an af- 
filiation, effective March 1. No 
change in personnel or stock owner- 
ship is involved. J. Sherwood Smith, 
president of Calkins & Holden, has 
been named a board member of 
R. J. Potts-Calkins & Holden, Kan- 
sas City, and Mr. Potts has been 
named a board member of Calkins 
& Holden. 


Joins Eastburn & Siegel 


Mrs. Edna Lee has joined the 
Eastburn & Siegel Advertising 
Agency, Atlanta, as fashion adviser 


and editorial manager of The South- 
ern Retailer. 


Slash Tourist Copy 
in Pennsylvania; 
£ Keep Industrial 


Harrisburg, Pa., March 5.—This 
state’s tourist advertising is to be 
drastically revised, it was reliably 
reported here this week, with a 
sharp decrease in expenditures dur- 
ing the approaching season as a 
result of the war’s effect upon 
motor travel. 


In anticipation of a decline in 


| motoring, the tourist advisory com- 


mittee of the Pennsylvania Depart- 
ment of Commerce has decided to 
limit the program to states adjoin- 
ing Pennsylvania, and to promote 
the idea that the Keystone state is 
an ideal place for defense workers 
to find what relaxation the speed-up 
in the war effort will permit them. 
It is reported that expenses of the 
advertising campaign, which will 
be directed at boosting means of 
travel other than motoring, will be 
considerably less than the amount 
spent along similar lines last year. 

It was pointed out that more than 
half of the $400,000 allotted for the 
tourist advertising program for the, 
1941-43 biennium was spent last 
year but that, nevertheless, this 
year’s campaign will cost less than 
it would have under normal condi- 
tions. This curtailment is caused 
by the war situation in general and 
by the tire rationing order in par- 
ticular. If gasoline should be ra- 
ticned, it would hit what tourist 
trade remained even harder than is 
now anticipated. Benjamin Eshle- 
man Company, Philadelphia, han- 
dles the tourist campaign. 

The tourist advertising program 
of the Department of Commerce is 
sepurate from its advertising pro- 
gram designed to attract new indus- 
try to Pennsylvania. The industrial 
campaign, which started last fall, 
featuring full-page advertisements 
in color in The Saturday Evening 
Post, appears likely to be continued 
without disruption for the duration 
of the schedule originally mapped 
out. Ketchum, MacLeod & Grove, 
Inc., Pittsburgh, is the agency for 
the industrial campaign. 


Drop Plans to 
Deter ‘Key’ Men 
in Radio, Press 


Washington, D. C., March 4. 
Reacting to widespread criticism, 
the Selective Service System has 
changed its mind about issuing a 
directive which would enable local 
draft boards to defer registrants 
from the newspaper and radio fields 
who are found to be “key men.” 

Brig. Gen. Lewis B. Hershey, 
draft director, told a press confer- 
ence less than a fortnight ago that 
such directives would be issued 
within three or four weeks. (Apb- 
VERTISING AGE, March 2.) He said 
he recognized press and radio as 
necessary, and intended to issue 
directives making possible the de- 
ferment of irreplaceable employes 
in these industries after conferring 
with spokesmen for both groups 

It turned out that neither press 
nor radio workers wanted special 
draft treatment. This was made 
abundantly clear by the editorial 
reaction to the original announce- 
ment. Hence, Gen. Hershey an- 
nounced that the idea had been 
abandoned. 


Shell Plans Drive 


Following a test in Jacksonville, 
Fla., the Shell Oil Company will 
launch a new drive in 250 news- 


papers of 150 cities east of the 
Rockies, starting March 17, with 
copy featuring “ground crew” serv- 
ice Insertions compare dealer 
service with Army Air Corps serv- 
icing of fighting planes, and will 
appear once a week for four weeks, 
followed by four more insertions 
every other week. J. Walter Thomp- 
son Company is the agency. 
WJJD to Pearson 

Station WJJD, Chicago, has 
named John E. Pearson Company as 
its national representative 


LEADERS AT EASTERN AD MANAGERS’ MEETING 


. x 
| 


Among executives who attended the recent sessions of the Advertising Managers 


Bureau of New York State Dailies in Schenectady were these officers: 


(standing, 


left to right) J. A. Viger, Troy Record, new president; Russell C. Harris, Buffalo 
Courier-Express, new secretary of the New York group; Harold C. Allen, Brattle- 


boro, Vt., 


secretary-treasurer of the New England group; Charles J. O'Connor, 


vice-president of the New England unit; and (seated) Arthur C. Saunders, Mt. 


Vernon, 


N. Y., 
Holyoke, Mass., 


retiring president of the New York group; and Harry H. Healy, 
president of the New England group. 


Armstrong Cork 
Sales Up 35%, 
Profits Increase 


Lancaster, Pa., March 4.—Al- 
though sales of Armstrong Cork 
Company were up almost 78 million 
dollars in 1941 over the previous 
year, or a rise of roughly 35 per 


cent, profits held close to those of 
1940. Armstrong aims at a 50 per 
cent conversion to war production 


about the 
maintained 


on munitions, 
portion it 
last war. 


same pro- 
during the 


Much of the remaining 50 per 
cent to be used on regular lines 
will, however, be consumed by war 


work. Floor coverings for ships and 
army camps, fire brick, and cork 
board for low temperature work are 
only a few examples of the demands 
faced by the company. Limitations 
by the government on cork may cut 
Armstrong's business to some ex- 
tent, executives said, but last year 
77 per cent of the goods produced 
by the company contained no cork. 

Earnings for the company for the 
year ended Dec. 31, 1941, were 
$4,241,258, compared with $4,154,066 
during the previous year. 


Hart Schaffner & Marx 

Earnings of $381,000 for this com- 
pany for the fiscal year ended Nov. 
30, 1941, reported in this column 
last week were for the parent com- 
pany only, and did not include earn- 
ings of subsidiary companies. 
bined net income of Hart Schaffner 
& Marx and its subsidiaries for 
1941 fiscal year was $831,761 
all taxes. For the previous 
year, the comparable figure 
$437,776. 


Wilson & Co. 

Net income for 53 weeks ending 
Nov. 1 was $7,047,306, compared 
with $3,624,645 for a period of 52 
weeks a year ago. 


Baltimore & Ohio R. R. 

Earnings for the year ending Dec 
31, 1941, were $21,091,883, compared 
with $5,549,497 in the preceding 
year, 


Union Pacific R. R. 

Earnings for the year ended Dec. 
31, 1941, were $28,857,420, compared 
with $19,445,880 in the previous 
year, 


after 
fiscal 
was 


Julius Kayser & Co. 

Earnings for the six months end- 
ing Dec. 31, 1941, were $606,262, 
compared with $225,662 in the like 
period in 1940. 


Kimberly-Clark Corp. 

For the 12 months ending Sept. 
30, 1941, net income was $2,436,192, 
compared with $2,947,031 in the 
same period the previous year. 
Procter & Gamble 

For the six months ending Dec. 
31, 1941, net income was $13,015,305, 
as against $9,610,026 for the like 
period in 1940. 


Dresser Mig. Company 
Earnings for the 10 months ended 
Oct. 31, 1941, were $1,010,615, com- 


Com-| 


the | 


pared with $1,196,683 for 
months ended Dec. 31, 1940. 


the 12 


Bigelow-Sanford Carpet Co. 


Earnings for the year ended Dec. 


31, 1941, were $2,044,304, compared 
with $2,075,243 in the preceding 
year, 


Carrier Corporation 

Net income for 10 months ended 
Oct. 31, 1941, was $515,948, com- 
pared with $526,628 for 12 months 
ended Dec. 31, 1940. 


Household Finance 


Net income for 1941 was $5,362,- 
941, compared with $6,142,050 for 


1940. 


McGraw-Hill Publishing 

Earnings for the year ending Dec. 
31 were $1,116,397. For the pre- 
vious comparable period, earnings 
were $912,031. 


WHO ADVERTISED WHAT 


IN THE LAST WAR? 


@ Many manufacturers and their advertis- 
ing agencies are trying to remember what 
the competition did 25 years ago. 

How much simpler it would be if every 
one of these manufacturers had a clipping 
book for the war years that showed all edi- 
torial publicity and competitive advertising. 

We can help you build such a permanent 
record for the years to come, at a remark- 
ably low cost. 


Just ask for Booklet No. 20. 
N'S CLIPPING a EAU 


Bus! iy FARM NERAL 
PA PAPERS Ma AZINES 


221 NW. LA SALLE ST., CHICAGO, ILLINOIS 


BAC 


YOU CAN USE ONE 


OR MORE OF THESE 


DONNELLEY 
SERVICES 


Profitably 


e Direct Mail Advertising 
e Created and Produced 
e Dealer Help Campaigns 
© Automobile Owner Lists 
e Rated Consumer Lists 
© Addressing and Imprinting 
eContest Judging 
ePremium Mailings 
eSampling by Mail 


The 


REUBEN H. DONNELLEY 
Corporation 
350 E. 22nd St. Chicago, Ill. 


305 E. 45th St. New York City 
727 Venice Blvd., Los Angeles, Cal. 
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Wine Institute 
Pledges Aid to 
U. S. War Effort 


San Francisco, March 5.—The 
need for all-out cooperation be- 
tween the wine industry and fed- 
eral research and defense agencies 
was stressed by H. A. Caddow, sec- 
retary-manager of the Wine Insti- 
tute, before California grape grow- 
ers and vintners attending the 
group’s eighth annual meeting here. 
He pointed out that full utilization 
of wine by-products could do much 
to relieve the threatened scarcity of 
certain essential defense materials. 

“Considerable progress has al- 


ready been made toward alleviating| by aircraft builders. 


by war conditions,” Mr. Caddow | contain tannic acid, which has an 


said. “Previously, more than 90 per | 
cent of the tartrates used in baking» 
powder, photographic chemistry, | 
and the production of certain med- 
ical supplies, has been imported 
from the wine-producing countries 
of Europe. With these sources cut 
off, U. S. wineries are the sole re- | 
maining suppliers of this vital ma- 
terial. Although a scarcity is still 
anticipated, concerted effort on the 
part of the wine industry has done 
much to lessen the seriousness of 
the situation.” 

Members heard that recent ex- 
periments have proved oil obtained 
from grape seeds to be an ideal sub- 
stitute for tung oil in the manufac- 
turing of certain paints widely used 
Skins and 


at least one serious shortage caused' stems of many grape varieties also 


important place in the wartime 
hospital for the treatment of burns. 
Carbon, procured from the same 
source, can be used in refining oils, 
in decolorizing and deodorizing 
processes, and in the manufacture 
of gas masks. 


Offer Full Assistance 


Indicating the industry’s willing- 
ness to cooperate with defense ef- 
forts, members unanimously adopted 
a resolution offering their full fa- 


cilities to the War Department for | 


the production of ethyl alcohol. 
California wineries last year pro- 
vided a market for more 
1,100,000 tons of grapes, which in 
turn resulted in the production of 
millions of pounds of by-products 
for use in defense industries, Mr. 


than | 


,|Caddow said. Although there has 


| been a sharp drop recently in wine 
consumption, the 1941 consumption 

of California wine was approxi- 
‘mately 89,275,000 gallons, an in- 

crease of 17 per cent over the pre- 
|ceding year. During the past year, 

the industry paid approximately 
| $16,000,000 in federal wine excise 
| taxes alone. 


Samuel W. Harkleroad, pioneer | 


Fresno wine maker, was reelected 
president of the Institute for the 
fifth term. 


Appoints Irving Raymond 
Irving O. Raymond, formerly a 
member of the sales staff of Trans- 


portation Displays, New York, has 
been named advertising and sales 
manager of Surface Transportation 


Advertising, New York. 
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INTRODUCTION 


aA Vy MEM, Abe fines: 
BA by ever baked 


Oh ! Yeday's “Rovad-the- Clock” Cracker 


onsen rooay 


Hartford “ 


i 


a A i 4 —. 2 .. 
De a sheep 1 
ML 


igi O’ Dimes” campaign brings nation’s 


highest per capita response 


The $34,387.70 contributed by Hartford people for 
the benefit of the National Foundation for Infantile 
Paralysis is sufficient to make a pile of dimes 1,192 feet 
high, or exactly 637 feet higher than the marble shaft 
of the Washington Monument. 
cance in this response is that it represents the highest 
per capita contribution of any city participating in the 
‘‘MileO’ Dimes’ Campaign. Of even greater significance, 
perhaps, the sum amassed in Hartford exceeded the 
amounts raised in every other city in the country with 
the exception of Chicago. 


WTIC is proud to have shared with the Hartford 
Courant in sponsoring this important work. To na- 
tional advertisers, this notable achievement is dramatic 
confirmation of the responsiveness of WTIC listeners to 
Southern New England's favorite station. 
sizes a point that is consistently brought home by re- 
peated independent surveys of buying power. . 


exceptionally high ratio of spendable income in the 
WTIC area. 


But the real signifi- 


It empha- 
. the 


shee 


_ The Travelers Broadcasting Service Corporation | 
-Member of NBC Red Network and Yankee Netwo 


‘* 


ty cise 


bik es ahs a eo 


With this full-page copy, using two extra 
colors, Robert A. Johnston Co. intro- 
duced its new cracker, Okay, to con- 
sumers of Milwaukee and Wisconsin ‘» 
the Milwaukee Journal. An_ intensive 
| campaign is planned in the city. 


| Libbey-Owens- 
Ford Takes Order 
for Defense Houses 


| Toledo, March 5.—Contracting to 
‘supply 1,000 units within 120 days, 
officials of Libbey - Owens - Ford 
Glass Company announced today 
that the concern will produce sev- 
eral hundred pre-fabricated, de- 
mountable defense houses monthly 
The work will be undertaken at the 
company’s reorganized Ottawa, II1., 
plant, in cooperation with was 
housing plans. 

Rouf B. Newman of the construc- 
tion section of the Federal Works 
Administration said the government 
agency hopes to have 40,000 units 
fabricated by L-O-F and other 
manufacturers ready for occupancy 
July 1. The houses are intended for 
workers in outlying areas crowded 
by defense activities, but where 
permanent housing is not necessary. 
Each group of government-ap- 
proved houses will include 15 with 
one bedroom, 60 with two bedrooms 
and 25 with three bedrooms. Speci- 
fications call for insulation, well- 
finished exteriors and interiors, and 
large window areas. The houses are 
to be sold directly to the govern- 
ment. 

Other L-O-F plants making lami- 
nated safety glass—which figured 
heavily in the now war-converted 
automobile industry—are continu- 
ing their manufacturing for civilian 
replacement purposes, military ve- 
hicles and aircraft. Flat glass prod- 
ucts for building purposes also are 
being turned out. 


Gets McHugh Account 


Carr Liggett Advertising, Cleve- 
land, has been appointed to handle 
the account of Edward P. McHugh 
& Associates, consulting actuaries on 
workmen’s compensation and un- 
employment insurance, Cleveland. 


COLLINS 
MILLER & 
HUTCHINGS 
INC. 


Photo-engravers in Chicago @ 
207 North Michigan Ave e 
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PHOTOGRAPHIC ge 
REVIEW OF 
THE WEEK 


WINDOW DISPLAYS AID UAL ADVERTISING 


This window and floor display for RCA- 
Victor convincingly invites the consumer 
to scratch a record on the new machine 
—if he can—and win a free record. 
Under normal operating conditions, the 
company claims, it can't be done. 


PRICE FEATURED ~ 


“LIKE A BAT OUT OF HELLS" 


THE JEEP FROM WILLYS-OVERLAND 


ie me ' Oring send oe Trews are of ‘ < : Pave ne 4 tale ore oh 
¢ . omens te . . Devel Ong »* ‘ shall he he 
be + be ’ vir he oe engineering oe ae ame dow 
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ia, Supplementing its regular copy in newspapers, plus aviation and special interest anata vos cnaareetiaeimaaiaaes 

ly magazines, United Air Lines promotes its a ~— of the Nation” in = The opening gun in an aggressive selling campaign for Willys-Overland is this 
the window display now in the company's ticket a rom coast hg —. - full-color page in the March 14 Collier's. It and subsequent copy will hammer 
1] strategic central route approved by Lincoln for the Union Paci ic Railroad is hard at the post-war automobile market, when Willys expects to become a major 
ve emphasized. Firks Studios, Chicago, produced the display. factor in its field. (Story on Page 1.) 


EAGLE BLOTS OUT AUTO, BUT NOT BUICK Se 
The cost of each package is indicated ' 

sentinels ax Gia Ga eens ata. CANDY CABINET BOOSTS WHITMAN'S SALES 

ter display produced by Forbes Litho- 

graph Co. for Miles Laboratories, which 

has added B complex tablets to its line i 

of One-A-Day vitamin tablets. Pack- 

ages are shown on projecting shelves at pr “os” us, 28 
the base of the display. y : 


NEW DISPLAY 
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BUICKS ON THE JOB 


BUILDING FOR TOTAL VICTORY 


or .- 
ele Oe ee ee ane B 
a7* MER 2” se 
Westingh MISE 
The American eagle has taken the place of the automobile on Buick Motor WA\/! 
Division's outdoor boards in the Detroit and Flint areas, but an illustration of a BPP sees 
Buick-built bomber engine shows what the company now is turning out for the 
mi- duration. 3 
ired : WETTER TO 


rted G-E LAUNCHES CONSUMER COPY IN MAGAZINES 


eter rl ewree 


ve- 
rod- 

are ’ 

pevicrousey FRESR’ 
settee & 

eve- 
= Little Red Riding Hood and a familiar 

- line, "The better to see with...’ feature 

ped this new Westinghouse Mazda lamp dis- This is one of the new refrigerated cabinets being merchandised to the retail 
"4. play lithographed in full-color by Einson- drug trade this spring by Stephen F. Whitman & Son, Inc., candy manufacturer, 
ae Freeman Co. A direct-color photograph as a sure-fire method of increasing sales and ending losses through returns of 

is used. stale candy. Ward Wheelock Co. is the agency. (Story on Page 20.) 


OAA PROMOTES BOND DRIVE WITH NEW AMERICAN FLAG POSTER 


WE CAN... 


a WE WILL.. 
ae het MUST! 


.. Franklin D Roosevelt 


Geteen | GeNeRar @ruecraic "BUY U.S. DESENSE BONDS < STAMPS wow 
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Despite the tighteni ral r n household applianc roduction, 
enera| Blectrin wal Me gel —_ - aged umn of atone pe general The stars and stripes and « brief, impelling message dominate this poster, designed and executed by Carl Paulson, which 
Magazines with this copy emphasizing ways of “getting extra little services and started to go up on outdoor boards throughout the U.S. this month. It was produced for the Treasury by the Outdoor 
S@vings from your electric appliances.” Consumers who offer acceptable “tips” Advertising Association of America and its newly-formed government relations committee. Besides this industry-wide con- 

°F special shortcuts and economies will be awarded $5 defense stamps. Maxon, tribution of space, the current program includes cooperation with both national and local advertisers using this medium in 


Inc., handles the account. behalf of the bond and stamp cempaign. 
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15¢ 
Buy the JOU RNAL first — women do! 


e Power of a Woman 
er devotion to her favorite Magazine 


= are always surpris- 
ing men. They surprise them 
with peach shortcakes in 
dead winter, with twin 
babies, with amazing hats, 
with unexpected nest-egg- 
budgeted Defense Bonds. 
Here is a case where a large 
group of women (Journal 
readers) surprised a small 
group of men (the advertis- 
ing fraternity). 

Among masculine precon= 
ceptions upset by record 
newsstand sales of the Feb- 
ruary Journal: that the 2-coin 
purchase is abhorred by wo- 
men... that all women’s 
magazines are alike... that 


stacks of lsc Journals would 


aa THE FEBRUARY JOURNAL 
— AT 15¢ 
-—~ |) Selling at better th 
> 1,500,000 copies on the 
newsstands, 
e 

An increase of m 
125,000 over > les 

1941 (price, 10c). ‘ 


. 
aide And a total February circu- 
lation well over 4 million. 


ae iu U 


remain un touched while 


competitors” 10c magazines ~ 


melted away +++ that the 
Journal would lose from 15% 
to 10% of its newsstand sales 
in appealing to the fair play 
of American women by rais- 
ing its price to meet higher 
production costs. 

But the fact remains—at 
any price, American women 
want the Journal. They want 
it not fora passing fancy, but 
for a friend and guide to help 
them keep alive the spirit of 
heart and home that is Amer- 
ica; to meet gallantly the new 
problems of living that are 
arising daily in a new and 


unfamiliar world. 
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